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Rough Proofs 


This is indeed a complex civiliza- 
tion of ours. When the automobile 
strikes were settled, a lot of adver- 
tising solicitors had to go back to 
work. 
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Barbara Hutton married a count 
twenty-four hours after divorcing the 
prince. After you get used to a title, 
it must be hard to try to keep house 
without one. 
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-Kresge, Grant and other chains are 
planning to make a big thing of their 
drug departments. Pretty soon you'll 
be able to get your Coca-Cola and 
cigarettes most anywhere. 


~ ee 


Australian advertisers are now 
trying to decide whose little agent 
the advertising agent really is. The 
question moves to the southern hemi- 
sphere with the best wishes of the 
northern. 
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A report on business publishing 
conditions in Germany showed that 
one of the things the Hitler govern- 
ment did was to reduce advertising 
rates ten per cent. No wonder the 
publishers are opposed to the Nazis. 
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Hereafter it is going to be harder 
to advertise certain “intimate” prod- 
ucts on the air. But you will still 
be able to read all about them in 
your favorite newspapers and maga- 
zines. 
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Leo McGiyena’s idea of market 
research seems to be that there’s no 
use counting the hairs on a dog’s 
back just to make sure that he’s a 
dog. 
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Now that the operation of chain 
letters has been simplified by mak- 
ing them available in the five-and- 
tens, a sound basis for prosperity has 
at last been established. 
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According to the caption in ADvER- 
TISING AGE, some of the boys at the 
A. N. A. convention ate lunch while 
attired in dinner clothes. Maybe it 
was breakfast. 
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Believe it or not, Hotpoint is the 
name of an electric refrigerator. 
Maybe they use the hot point merely 
to stimulate the sales department. 
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Only in the ads do automobiles 
drive right up to the greens where 
the golfers are putting. If it hap- 
pened in real life, the Terrible-Tem- 
pered Mr. Bang could be counted on 
to do his stuff. 
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“Men like to be spoofed,” Kaffee 
Hag confides to wives with sleepless 
husbands. And the wives answer 
right back, “You’re telling us?” 
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According to Gillette, the customer 
was just as sore, when he caught his 
supplier unshaved, as if he had been 
Sypped out of a two per cent cash 
discount. 
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Standard Oil of New Jersey and 
Standard Oil of Indiana are having 
a little dispute about the Missouri 
market. Both want it distinctly 
understood that it’s not all in the 
family. 

Copy Cus. 


S. 0. UNITS IN 
SUIT OVER ST. 
LOUIS STATIONS 


Indiana Firm Aims to Block 
Esso Invasion 


St. Louis, Mo., May 16.—Open war- 
fare between Standard Oil units 
broke out here yesterday with the 
filing in federal court of a suit by 
Standard Oil Company of Indiana, 
Chicago, to enjoin the Standard Oil 
Company of New Jersey from offer- 
ing petroleum products for sale 
under the name Esso in this terri- 
tory, and also, by implication at 
least, in the 14 states in which the 
Indiana company operates. 

The suit is a direct outgrowth of 
the opening of three service stations 
here, as reported in the April 27 is- 
sue of ADVERTISING AGE, by Esso, Inc., 
a subsidiary of the New Jersey com- 
pany. When these stations were 
opened, Standard Oil of New Jersey 
told ADVERTISING AGE that they were 
“outposts,” and that no plans for 
immediate expansion were being con- 
sidered. They also asserted that the 
local test “is not being made to de 
termine the legality of expanding the 
markets for these companies on a 
broad scale.” 

Initial advertising of the St. Louis 
stations went out of its way to point 
out that Esso was not connected with 
Standard Oil Company of Indiana, 
two exceptionally prominent refer- 
ences to this fact being incorporated 
in the opening newspaper copy. 


Claims Confusion 


The suit, which has created excep- 
tional interest in the oil business, 
charges that “Esso” is being put on 
the Jersey company’s stations and 
products in this area as part of a 
plan to appropriate the benefits en- 
joyed by the Indiana company 
through its building up of the Stand- 
ard Oil name, and to “appropriate, 
without expense, fraudulently and 
unfairly, the good will, reputation, 
celebrity and public confidence which 
the plaintiff has built up.” 

The bill of complaint points out 
that “Esso” and “S. O.” sound 
exactly alike, and will therefore con- 
fuse purchasers. As early as 1928, 

(Continued on Page 28, Col. 1) 


Agency Volume 
189 Million in 
33, Says Census 


Washington, D. C., May 17.—The 
business of advertising agencies 
amounted to $189,867,000 in 1933, 
figures from the census of service 
industries just released by the Bu- 
reau of Census of the Department 
of Commerce reveal. This figure 
represents the total for 1,479 adver- 
tising agencies and outdoor adver- 
tising agencies surveyed. 

The two groups of agencies had 
operating expenses, including pay 
rolls, of $61,533,000. The payroll for 
full-time employes amounted _ to 
$28,253,000, while the pay roll for 
part-time employes was $1,539,000. 

The census showed a total of 
1,101 agency proprietors, 11,642 full- 
time employes, and 2,767 part-time 
employes. 


FOR LIFE INSURANCE 


This little girl’s guardian 
lives in a safe 
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“The sewner you plan you hutwre the better yew huhere will be” 


THIS IS LIFE INSURANCE WEEK 


A typical piece of newspaper 
copy used last week in connection 
with Life Insurance Week. 


SHEAFFER SEES 
SALVATION IN 
RETAIL CLERK 


Chicago, May 16.—Contending that 
sale of high-priced quality merchan- 
dise will automatically solve all of 
the economic problems confronting 
this country, Walter A. Sheaffer, 
president of Sheaffer Pen Company, 
Fort Madison, Ia., presented his se- 
lective profit-sharing plan to the Chi- 
cago Association of Commerce yes- 
terday. Mr. Sheaffer was introduced 
at the luncheon by a boyhood friend, 
Samuel O. Dunn of Railway Age. 

Under this plan, retail salesmen 
would be given bonuses for selling 
the product that would best fit the 
needs of the consumer, which, in Mr. 
Sheaffer’s opinion, is always a qual- 
ity product which allows all con- 
cerned a living margin of profit, and 

(Continued on Page 28, Col. 5) 


New CBS Copy Rules 
Ban Laxatives and 
‘“‘Bloody”’ Juveniles 


General Changes Seen 


by Advertisers; Many 


Present Programs Affected 


New York, May 16.—In a dramatic 
“statement to the public, to adver- 
tisers and to advertising agencies,” 
Columbia Broadcasting System yes- 
terday announced the adoption of a 
new set of regula- 
tions under which 
“blood and thun- 
der” juvenile pro- 
grams, and the 
advertising of all 
products which 
“describes graph- 
ically or repel- 
lently any inter- 
nal bodily func- 
tions,” will be. 


banned from the | 


network’s air 
Wm. S. Paley 


lanes. 

The network 
also announced that commercial an- 
nouncements will be limited to ten 
per cent of the program time for 
night programs, and to 15 per cent 
of the program time during the day. 

Pointing out that it is incumbent 
upon the broadcaster constantly to 
examine general policy so as to as 
sure steady progress in building and 
holding radio’s audience, the CBS an- 
nouncement continues: 

“The Columbia Broadcasting Sys- 
tem has given particular considera- 
tion to recent trends in two general 
types of commercial program; those 
which are designed for children, and 
those involving unpleasant discus- 
sions of bodily functions, bodily 
symptoms, or other matters which 
similarly infringe on good taste. In 
addition, as a result of expressed 
public interest, careful study has 
been given to the amount of time 

(Continued on Page 29, Col. 1) 


Last Minute News Flashes 


Seller» to Devote Full Time to Quality Group 
New York, May 17.—Waldo W. Sellew, vice-president and advertising 
manager of Forum and Century for the past ten years, is leaving that or- 
ganization to devote his entire time to his position as sales manager of The 
Quality Group, with headquarters at 597 Fifth Ave. 


Cooperate in Campaign on Portable Lamps 
Cleveland, O., May 17.—A cooperative campaign to stimulate sale of 
new portable lamps carrying approval of Illuminating Engineering Society 
has been announced by General Electric Company and Westinghouse Lamp 


Company. 


Mazda lamp manufacturers will underwrite the campaign of 


$100,000 to be spent in magazines and trade papers. 


Western Railroad Week Set for June 10-15 


Chicago, May 17.—The public will be invited to inspect round houses, 
car repair shops and other railway plants during Western Railroad Week, 
June 10-15. The occasion will be tied in with the cooperative advertising 
campaign recently launched by the Western Association of Railway Execu- 


tives. 


Advertising Interests Urged to Take Case to Public 


Chicago, May 17.—In an address before the Chicago Association of 
Advertising Agencies today, Z. L. Potter, executive vice-president of Erwin, 
Wasey & Co., and chairman of the Western council of the Four A’s, urged 
that advertising interests take the initiative in the “war” being waged 
on advertising by vigorously presenting their side of the story to the 
public through articles in newspapers and magazines and speeches over 


the radio. 


All mediums should cooperate, he said, because they have a 


vital stake in the outcome of the current outcry against advertising. 


New York, May 17.—The belief 
that enforcement of higher standards 
of self-regulation will pay cash re- 
turns to the medium appears as the 
motivation behind the Columbia: 
Broadcasting System’s announcement 
this week that it would limit the 
time allowed commercial script, ban 
products involving unpleasant discus- 
sions of bodily functions and symp- 
toms, and require sponsors of chil- 
dren’s programs to secure the ap- 
proval of an advisory board qualified 


|| to exercise the parent’s point of view. 


Except for considerable opposition 


||}to the time limit on commercial 


continuity, the only ruling wholly 
new, the announcement was enthu- 
siastically approved by other radio 
interests, advertisers, agents, the 
Federal Communications Commission 
and representatives of the public. 

Opposition to the time limit on 
commercial continuity will come 
from certain advertisers and agents, 
who will approve the principle but 
not the definition. They will argue 
that the nature of the sales message, 
and not its length, determines the 
public’s reaction. 


See Humorous Commercials 


The CBS ruling on this point was 
not accompanied by an explanation, 
but it is understood that the stop 
watch will not be held on comedians 
joking about the products: Some ad- 
vertisers may encourage a too evi- 
dent sales-mindedness on the part of 
their cast, it is believed. CBS claims 
that 90 per cent of its clients are 
now under the time limit. 

In advertising circles the CBS an- 
nouncement placed this organization 
a step ahead on the road which radio 
interests generally have been travel- 
ling at a rapid gait ‘the past 18 
months. Since the chains and lead- 
ing stations have revealed unanimity 
on matters of self-censorship, it is 
freely predicted that such of the CBS 
dicta as are new will be adopted by 
most of the other chains and stations 
in the immediate future. Good man- 
ners and not a lack of conviction are 
temporarily holding up similar an- 
nouncements. 

The National Broadcasting Com- 
pany in January, 1934, published the 
first definite restrictions on com- 
mercial script, banning abuses such 
as competitive references and false 
testimonials. 

Early in this year NBC announced 
its department of continuity accept- 
ance, which had already been oper- 
ating six months. The chains jointly 
agreed upon the ban against certain 
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ADVERTISING AGE 


May 20, 1935 


products with disagreeable connota- 
tions several months ago. 

While the threat of government 
censorship has not appeared as a fac- 
tor in radio’s housecleaning, it is as- 
sumed there is a connection between 
the CBS announcement on children’s 
programs and the current congress 
called by the FCC to discuss the al- 
location of certain percentages of 
broadcasting time to educational pro- 
grams. Advertisers and radio inter- 
ests have repeatedly offered to coop- 
erate with recognized representatives 
of the nation’s parents without re- 
sult. 

FCC Holds Conferences 


In setting up standards which the 
majority of advertisers and the pub- 
lic have asked for, radio chain ex- 
ecutives are frank to admit in off-the- 
record conversations that they hope 
to get a larger and more profitable 
volume by reason of the fact they 
are attracting more and better-satis- 
fied listeners. 

The intention to capitalize on the 
censorship was openly revealed by 
CBS when William S. Paley, presi- 
dent, took advantage of CBS facili- 
ties May 14 to tell radio listeners in 
a fireside chat what his organization 
was doing to improve its radio en- 
tertainment. 

It is the consensus that laxatives 
and other products which the chains 
maintain cannot properly be dis- 


cussed within earshot of mixed 
groups and all ages will linger on 
the broadcasts of chains and individ- 
ual stations until the fall of 1936. 

Ex-Lax has contracted for its CBS 
program until March, 1936. Other 
CBS contracts will expire this fall 
on Feen-A:Mint, California Syrup of 
Figs and Jad Salts. The CBS ruling 
will also affect the Quest program. 

NBC is currently broadcasting pro- 
grams on Sal Hepatica, Strudel Salts, 
Crazy Water Crystals, Eno, Fleisch- 
mann’s Yeast (for constipation), 
Phillips Milk of Magnesia and Tasty- 
east. 

Mutual Broadcasting System pro- 
grams include Tastyeast and Carter’s 
Little Liver Pills. 

Action on self-regulation in the 
field of individual stations will be 
given secondary consideration until 
the formation of an “independent bu- 
reau for the authentification of sta- 
tion information” is completed. Com- 
mittees from the Association of Na- 
tional Advertisers, the National As- 
sociation of Broadcasters and the 
American Association of Advertising 
Agencies will meet here to discuss 
this matter May 21. 


Names Lincoln-Roden 


H. C. Aberle Company, Philadel- 
phia, maker of hosiery, has ap- 
pointed Lincoln-Roden, Inc., Phila- 
delphia, as its advertising counsel. 


Limes, Grenadine Join 
Merchandising Hands 


A cooperative merchandising and 
advertising activity arranged by 
Donahue & Coe, Inc., New York, pro- 
vides for the simultaneous promotion 
of Nuyens’ grenadine and Fresco 
limes. 

A 24-page, four-color, recipe book 
will be distributed at chain drug and 
grocery stores in combination with a 
box containing a dozen limes and a 
lime squeezer. Window streamers 
and interior displays will stress 
“Fresco Lime Rickey with Nuyens’ 
Grenadine” as a new drink sensation. 
Other types of cooperative advertis- 
ing are planned. 

The limes are merchandised by the 
American Lime Corporation. B. B. 
Dorf & Co., Inc., New York, is the sole 
United States distributor of the 
grenadine. 


Bars Beer Signs 


Display of posters, display signs or 
similar advertising naming brands of 
beer or other beverages, on retail 
establishments or in windows, has 
been banned in Indiana by the state 
excise department. 


Gulf Office Moves 


The Gulf Publishing Company has 
moved its Chicago offices to 322 
S. Michigan Blvd. The telephone 
number remains the same, Wabash 
8606. 


1. 2,000,000 Consumers 

2. High Standard of 
Living 

3. Unexcelled Trans- 
portation 

4. Diversified Industry 
and Agriculture 

5. Indianapolis — the 


Economic Nerve- 
Center 


6. A Unified, Compact 
Market 
7. One Avenue of Ap- 


proach 


8. The News Does the 
Job—ALONE 


oe gre en 
Ta 


No. 4 of eight reasons why the Indian- 
apolis radius offers uncommonly ad- 
vantageous ies ties. 


Diversified Industry 
and Agriculture 


More than 1200 different products are made in Indianapolis’ 850 
manufacturing establishments. Indianapolis leads the world in the 
production of such dissimilar products as silk hose, malleable cast- 
ings, drums, industrial brooms and brushes, concrete placing ma- 
chinery, inner tubes, and a dozen others. 
parts, batteries, pharmaceuticals, saws and canned goods are sold 


the world over. 


Agriculture in the rich territory surrounding Indianapolis is like- 
wise diversified. Farm income is swelled by stock raising, dairying, 
truck farming, poultry and fruit raising. 


Drawn from widely diversified sources, buying power in the Indi- 
. not subject to violent fluctua- 
tions. Such a market will always reward adequate advertising with 


anapolis Radius is constant . 


a profitable volume of sales. 


Indianapolis automotive 


The Indianapolis News 


We THE INDIANAPOLIS RADIUS 


NEW YORE: Dan A. Carroll, 110 East 42nd Street 


CHICAGO: J. E. Lutz, 180 North Michigan Ave. 


STRIKING PHOTOGRAPHS USED FOR INSURANCE 
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No single fector has exerted greater influence in the stabilization of business and individuals during the past few years than ineurarce 
protection, A cooking, swthing hand on the how of the stricken, it hae played « leading rule in the restoration af public confidence, 
© The Standard of Detroit in prowd of ite affilistion with such am important factor im economic welfare . 
service through 50 years. Since 1884, the Standard bas paid over S1I9UKKLIKN) im claims Today more than @ million people enjoy the 
security afforded by Standard insurance and bonds, © Standard representatives everywhere are always available Cor consultation and 


servien. Their caperience will he found met valuable in atrenging # program of casualty imurance and bonding protection for you. 
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Unusual photographs will again be used in a new campaign for 


Standard Accident Insurance Company, Detroit. 


This is a bleed 


page appearing in the May "Fortune." 


Standard Plays 
Up Insurors in 
1935 Campaign 


Detroit, Mich., May 17.—The Stand- 
ard Accident Insurance Company of 
Detroit has inaugurated its 1935 na- 
tional advertising campaign, seeking 
to build confidence in Standard’s 
agents as capable advisers in personal 
problems. 

The agents will be featured promi- 
nently in the company’s advertising, 
as professional advisors who con- 
tribute to the welfare of the insur- 
ance buyer in the same manner as 
doctors and lawyers aid and counsel 
their clients. 

Copy will be institutional in char- 
acter as in last year’s campaign. Sym- 
bolic photographs will continue to be 
used in national publications. 

Two-thirds page space is being 
used monthly in Business Week, Na- 
tion’s Business, and Time. Full pages 
will be used in Fortune. Special 
monthly copy will appear in the 
American Bar Association Journal 
and Banking Magazine. 

An extensive campaign will also be 
run in insurance journals. Publica- 
tions scheduled are Best’s Magazine, 
Casualty Insuror, Eastern Under- 
writer, Insurance Field, Local Agent, 
National Underwriter, and Rough 
Notes. 

This advertising will highlight 
photographs of various Standard 
agents inspecting the company’s sales 
helps, such as the national advertis- 
ing, the direct mail campaigns, sales 
kits, and other promotion aids. 

The account is handled by C. E. 
Rickerd Advertising Agency, Detroit. 


S. H. Moylan Dead 
Samuel H. Moylan, 48, national ad- 
vertising solicitor for the Philadel- 
phia Inquirer, died in Philadelphia 

May 12 following a heart attack. 


Roto Section 
To Be Added 
To Farm Unit 


Chicago, May 16—The Midwest 
Farm Paper Unit this week an- 
nounced a new rotogravure section, 
in which both monotone and color 
gravure will be available to adver- 
tisers at a small premium over black 
and white. 

The rotogravure section will be 
sold as a unit for inclusion in The 
Farmer, Nebraska Farmer, Prairie 
Farmer, Wallace’s Farmer €& Iowa 
Homestead, and Wisconsin Agricul- 
turist and Farmer, the five publica- 
tions which make up the Midwest 
group. 

The new rotogravure section will 
appear for the first time in issues of 
Sept. 28. 


Barton Joins Lord 
and Thomas Staff 


R. B. Barton, formerly with The 
American Weekly, and before that 
sales and advertising manager of El- 
gin National Watch Company, has 
been placed in charge of the new 
business department of Lord & 
Thomas, Chicago. 

Mr. Barton was at one time with 
Lennen & Mitchell, Inc., New York, 
and the Manz Corporation, Chicago. 


Hotels Appoint 


Needham & Grohmann, Inc., New 
York, has been appointed advertis- 
ing agency for the Hotel Paris, New 
York, and the Griswold Hotel, New 
London, Conn. Newspapers, maga- 
zines, and direct mail will be used. 


Baker Picks Bauer 


The advertising account of John C. 
Baker Company, Philadelphia, cod 
liver oil and capsules, has been 
placed with the Adrian Bauer Adver- 
tising Agency of that city. 


Sales vitality accounts for the steady 
advertising growth of 


Metropolita: 

Baltimore Sun — Boston Globe — Puficle 
Times—Chicago Tribune—Cleveland Plain 
Dealer—Detroit News—New York News— 
Philadelphia yee dws Press— 
St. Louis Globe-Democrat—Washington Star 


eekly 
Current Circulation 


6,000,000 families 
18,000,000 readers 
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It’s the Big Show that offers the most for 4 


your money — and these radio stations 


are the Big Shows in their markets. 


They offer more features— more enter- 
tainment—the biggest crowds—the 


biggest audiences. 


They offer greater selling force—greater 


advertising value—to Spot Broadcasters. 


Right now is a good time to reserve box 
seats for your product on these Big Show 
radio stations. 
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FLORIDANS SEEK 
NEW AD FUNDS 


Orlando, Fla.. May 17.—Forty thou- 
sand more members to help advertise 
Florida throughout the United States 
are being sought by a permanent All 
Florida Committee, following Col. 
Henry L. Doherty’s recent condi- 
tional offers of $20,000 to the move- 
ment. 

The committee has been organized 
on a permanent basis. Ralph Nichol- 
son, general manager of the Tampa 
Times, has been chosen chairman of 
the executive board; Ross A. Reeder, 
vice-president of the Miami Daily 
News, was made treasurer; and 
Bernal E. Clark, executive secretary. 

Col. Doherty offered to match the 
$20,000, now in the committee’s treas- 
ury, if 40,000 additional memberships 
were obtained. The offer was laid 
before the committee by Carl Byoir, 
representing the Doherty interests in 
Florida. 

Mr. Byoir said the Doherty offer 
would pay all organization expenses 
and permit application of the one 
dollar membership fee entirely to the 
advertising program. 

The Doherty representative was 


elected to the executive board, which 
also includes Martin Anderson, pub- 
lisher, Orlando Sentinel-Star; J. J. 
Schumann, publisher, Vero Beach 
Press-Journal; G. C. Williams, pub- 
lisher, Pensacola News-Journal; 
Chauncey Brown, publisher, St. Pe- 
tersburg Independent; R. H. Chap- 
man, publisher, Bradenton Herald; 
and R. T. Arnold of Jacksonville. 


Dog Testimony To 
Feature Durham Copy 


What is said to be a new idea in 
dogdom advertising circles will be 
the use of canine testimonial photo- 
graphs in Durham Dog Dresser ad- 
vertising beginning probably in sum- 
mer issues of a number of class pub- 
lications. 

While dog photographs are com- 
mon in this field, identification of 
the dogs in the advertising has been 
omitted. The Durham Dog Dresser 
is made by a division of the Durham 
Duplex Company. H. W. Fairfax Ad- 
vertising Agency, New York, is in 
charge of the account, with Margaret 
Barnard as account executive. 


Baltimore Agency Elects 


Robert E. Daiger and Alan E. 
Turner have been elected vice-presi- 
dents of Van Sant, Dugdale & Co., 
Baltimore advertising agency. Mr. 
Daiger will continue as an account 
executive. Mr. Turner will be in 
charge of sales promotion. 


Maryland Casualty 
Tells Story in Book 


A handsome brochure, entitled 
“$292,064,852,” has just been issued 
by Maryland Casualty Company, Bal- 
timore, to tell of the development of 
that company and at the same time 
give a general picture of casualty in- 
surance and surety bonding. 

The unusual title of the book rep- 
resents the exact sum paid out by 
Maryland Casualty Company in 
claims and claim expenses since its 
founding 37 years ago, and the book 
itself, unusually well printed and 
bound, portrays the history of the 
company and interesting “case his- 
tories” showing how it operates. 

The volume was prepared under 
the direction of David C. Gibson, di- 
rector of advertising and publications 
for the company. 


White Transferred to 
Agency Creative Staff 


From production to creative depart- 
ment is the unusual step taken by R. 
E. (Bob) White, of Henri, Hurst & 
McDonald, Chicago. Mr. White, who 
has been in charge of the production 
department, has been appointed as- 
sistant director of the creative divi- 
sion, working directly with T. C. Al- 
len, head of that section. 

The new set-up for the creative 
division includes E. L. Potter as copy 
director and F. C. DeWitt as acting 
manager of the production depart- 
ment. 


GETS A JOB 


When the barking of the studio mascot 
interrupted the “Highlights of Sport" 
broadcast over the Ontario network of 


the Canadian Radio Commission re- 
cently, numerous letters came in seeking 
to learn the dog's identity. “Perky” was 
thereupon adopted by Frank Dowsett, 
advertising manager of Gutta Percha & 
Rubber, Ltd., sponsor of the program. 
Replacing the former "GP" trade mark, 
the terrier is now the company symbol 
in all periodical advertising and window 
displays. Here's Mr. Dowsett giving 
Perky a mike work-out. 


Nash Schedules 
Huge Campaign 
For New Models 


Kenosha, Wis., May 17. — Nash 
Motor Company will utilize news- 
papers, magazines, and posters to 
introduce the new additional series 
of Nash cars, in a giant advertising 
campaign opening the week of May 
18. 

Large space in 900 newspapers 
throughout the country and poster 
showings in 339 key cities and 
towns will be used to tell the story 
of the new Nash. Full pages in 
three national weeklies will also be 
included in what will be one of the 
most intensive campaigns released 
during the spring and summer 
months. 

The campaign will announce revo- 
lutionary changes in mechanical de- 
sign which may have a sensational 
effect on current automotive manu- 
facturing practice, according to the 
company. The new product is ex- 
pected to make a strong bid for 
business in the lower-middle price 
bracket. 


Plan Reorganization 
of Kelly-Springfield 


Following a meeting of directors 
of the Kelly-Springfield Tire Com- 
pany, plans for the firm’s reorganiza- 
tion have been filed before Judge 
Calvin W. Chestnut in United States 
District Court in Baltimore. 

A new corporation would be or- 
ganized with a similar name, under 
the proposed plan. To this company 
would be transferred all of the busi- 
ness and assets of the present com- 
pany, for which there will be paid 
and issued to holders of notes and 
stock of the latter company, cash and 
common stock of Goodyear Tire and 
Rubber Company. 


Appoint McPherrin 


John W. McPherrin, active in drug 
products and merchandising for a 
number of years, has been placed in 
charge of a newly organized specialty 
department of Bauer & Black, Chi- 
eago. His work will include direc- 
tion of merchandising activity for 
specialties. Mr. McPherrin will be 
assisted by C. F. Burchard. 


NEW RADIO RULES 
GET MUCH PRAISE 
AT FCC HEARINGS 


Washington, D. C., May 16.—The 
announced policies of the larger ra- 
dio networks looking toward the 
curbing of “blood and thunder’ pro- 
grams and the toning down of cer- 
tain types of personalized advertis- 
ing, were hailed by educators at- 
tending an open hearing of the Fed- 
eral Communications Commission 
here yesterday, as highly satisfac- 
tory. 

The discussions particularly em- 
phasized that children’s program 
hours would be benefited by the 
change in which “horror” type 
stories would be eliminated. The 
announcement to that effect by the 
Columbia Broadcasting System was 
praised. 

The Federal Communications Com- 
mission indicated that it had been 
in receipt of a number of complaints 
from listeners against unpleasant 
discussions of bodily symptoms. 
While the FCC indicated that it had 
not itself taken any restrictive ac- 
tion, the complaints had been passed 
along to both the Columbia and the 
National systems. 

The radio act, it was indicated, 
contains the authority necessary for 
the refusal of the air to such “ob- 
jectional programs” for licensed 
broadcasters under the “public inter- 
est, convenience and _ necessity” 
clause. 


Interested in Children’s Programs 


It was brought out that protests 
from mothers and women’s organiza- 
tions throughout the country have 
been sharply focused on the chil- 
dren’s programs to such an extent 
that it was deemed advisable to make 
public an order indicating a change 
in procedure. 

The National Broadcasting Com- 
pany, it was stated, has issued a 
booklet for the guidance of adver- 
tisers which is used as a guide of 
“good taste and integrity in program 
quality.” 

Representatives of the following 
were among those present at the ses- 
sions: 

Hearst, Knickerbocker Broadcast- 
ing, National Association of Broad- 
casters, Kunsky-Trendle, Yankee Net- 
work, and the following units of the 
National Committee on Education by 
Radio, sponsoring the hearings: 

Ohio Radio Education Association, 
American Association for Adult Edu- 
cation, National Advisory Council on 
Radio in Education, Smithsonian In- 
stitution, Carnegie Institution, Amer- 
ican Medical Association, Federal 
Office of Education, and a score or 
more of colleges. 


Garcia Has Air Contests 


A series of weekly contests, each 
with two 11-day all-expense West In- 
dies cruises as prizes, started this 
week in connection with Tuesday and 
Thursday broadcasts by Garcia 
Grande Cigars, Inc., featuring Gra- 
ham McNamee in a combined news 
and sports feature, “Telling the 
World,” to run 13 weeks. Lawrence 
Fertig & Co., New York, handle the 
account. 


New High for Cigarettes 


The total cigarette production for 
April will probably be in excess of 
10,200,000,000, a survey has indi- 
cated. This figure represents the big- 
gest April production in history. In 
March, the output was 10,199,611,800, 
and in April, 1934, the total was 


9,293,630,590. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
bound Sth edition of “Reserve Illustrations." Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 
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The SHIFTS in MAGAZINE CONSCIOUSNESS 
1931 to 1935 


933 


_e 


© ON © @O & © DD wm 


show their growing 
I card for GREAT FICTION 
— 


| Has ALWAYS ~ a BIG Number! 


—BIG enough to WIN battles, 
and LOSE presidencies — 
BIG enough NOW to FIX ADVERTISING VALUES 


100,000 “women who are buying” pack the unquestioned — 
authority of the law of big numbers when they tell adver- 
tising agents investigating for Good Housekeeping and 
Time that what they want in the magazines they buy is 


FICTION, MORE FICTION and BETTER FICTION 


Their preference shows the sharpest upward swing to 
Cosmopolitan, the magazine that prints, by critical ap- 
praisal, MORE Great Fiction per issue than any other! 


Do you use COSMOPOLITAN’S 1,600,000 to the limit? 


Cosmopolitan salesmen have the whole 100,000” story at their tongues’ end. 
When can they tell it to you? 
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Fox Appointed by 
Ivel Corporation 


Ivel Corporation, New York, de- 
signer and producer of displays and 
exhibits, has appointed Daniel Fox 
as sales promotion manager. Mr. 
Fox has been with Ivel for four years 
as district sales representative for 
Western Pennsylvania and West 
Virginia, with offices in Pittsburgh. 

Mr. Fox is succeeded in his former 
work by Henry Schapper, 503 Granite 
Bldg., Pittsburgh. 


Has Spring Outing 
The Poor Richard Club, Philadel- 
phia advertising men’s organization, 
held its annual spring outing May 15 
at the Manufacturers Country Club, 
near Oreland, Pa. Eighty members 
were present. 


45 Magazines 
Carry Message 
On Listerine 


St. Louis, Mo., May 17.—The Lam- 
bert Pharmacal Company has placed 
under way a summer advertising 
campaign for Listerine, scheduling 
space in 45 magazines with total 
circulation of 42,802,982. Over the 
summer period, more than 240,000,- 
000 Listerine advertisements will be 
run. 

The famous halitosis appeal is 
again featured. A new angle is in- 
troduced with reproduction of letters 
from women, under the title “Quit 


picking on us and jump on the men.” 
Letters point out that women have 
no monopoly on halitosis. Other in- 
sertions are headlined, “Women men 
despise,” and “Men women despise.” 
The current magazine schedule in- 
cludes All-Fiction Field, American 
Golfer, American Home, American 
Magazine, Better Homes and Gar- 
dens, Capper’s Farmer, Christian 
Herald, Collier’s, Cosmopolitan, Coun- 
try Gentleman, Country Home, Farm- 
er’s Wife, Good Housekeeping, Har- 
per’s Bazaar, House Beautiful; 
House and Garden, Household 
Magazine, Ladies’ Home Journal, 
Liberty, Life, Love and Romance, 
McCall’s, Motion Picture, Movie 
Classic, Movie Mirror, Needlecraft, 
Newstand Fiction Unit, Parents’ 
Magazine, Photoplay, Physical Cul- 


ture; 

Pictorial Review, Radio Mirror, 
Redbook, Saturday Evening Post, 
Screenland, Silver Screen, Successful 
Farming, Time, Town and Country, 
True Experiences, True Romances, 
True Story, Vanity Fair, Vogue, and 
Woman's Home Companion. 

The advertising is in charge of 
Lambert & Feasley, Inc., New York. 


Will Opens Agency 


W. D. Will, former vice-president 
of the Henry P. Boynton Advertising 
Agency, Inc., has resigned to open his 
own agency, Will, Inc., with offices 
at 1276 W. Third St., Cleveland. Fred 
Donley, formerly with Boynton, has 
joined Will, Inc., as account execu- 
tive. Bert Van Dellan is acting as 
art director. 


) 


LOUISVILLE TIMES 


THE ONLY NEWSPAPERS IN KENTUCKY WHICH GIVE YO 


A PAIR OF 
TRUE 
KENTUCKIANS 


> 


COURIER-JOURNAL 


> COVERAGE WITHOUT COMPETITION FROM DAWN TO DUSK 
gotioMs UP AND HERE’S LUCK 


NOW acing IN THE WOOD.. 


* Of course, the immense Cigarette and billion-dollar 
Racing Horse industries never have idled. But nowadays 
Kentucky grain crops go to the distillers. And as ‘the 
millions in the 48 States spend vast sums for fine Ken- 
tucky whiskies such as the famous brands made by the 
Brown-Forman Distilling Company, more money flows 
into Louisville and Kentucky. You'll have to admit 


that The Courier-Journal and The Louisville Times will 
sell your advertised merchandise in volume at a lower 
line rate to this tremendously prosperous Kentucky 
market. These two newspapers dominate the reader 
interest of the Whiskey-State. 


® When the dawn is on the Bluegrass, 
The Courier-Journal is favorite at the 


breakfast tables, 


® And The Louisville Times completes 
the coverage at sundown. 


REPRESENTED NATIONALLY BY 
THE BRANHAM COMPANY 


PLAN EXTENDED 
ADVERTISING OF 
SOUTHERN RICE 


New York, May 17.—Rice will be 
featured mainly as a “flavor ex- 
tender,” making the flavor of more 
expensive foods go farther, in a cam- 
paign of advertising and sales pro- 
motion to be waged over a three-year 
period by the Southern Rice Industry. 
Tracy-Locke-Dawson, Inc., of Dallas 
and New York, is the agency han- 
dling the account. 

The decision to proceed with the 
program followed a highly successful 
test campaign last fall. The first ef- 
forts in the new undertaking are 
showing excellent results already, it 
is reported. 

Eight appeals will be stressed in 
the copy, all of which were tested 
last fall. Aside from the flavor ex- 
tension appeal, rice will be promoted 
for its value as an economical energy 
food. Ease of digestion, value as a 
basic food, versatility and no-waste 
features also will be emphasized. 
Most of the copy will point out that 
“good rice is properly cooked rice.” 

Housewives will be taught how to 
cook rice properly. Lack of this 
knowledge, it was found, has been 
the main reason why more rice has 
not been consumed, particularly in 
the Northern states. 


Will Conduct Cooking Schools 


The program is to contain seven 
major points. The plan provides for 
use of national magazines having 
a total coverage of more than 21,- 
000,000. This work will be supported 
by newspaper advertising. Some 33 
markets, covered with cooking 
schools and advertising in 1934, will 
receive follow-up advertising and 33 
new markets for these activities will 
be added. 

Four field men are being provided 
to help retailers get the most from 
advertising, displays and other pro- 
motion. Four books, together with 
a series of point of sale material, dis- 
play racks, window strips, etc., are 
in use now, having been prepared 
under the direction of Beth Bailey 
McLean, authority on foods and nu- 
trition and director of the home eco- 
nomics department of the Southern 
Rice Industry. 

Most widely distributed of the lit- 
erature is a 200-page cook book with 
colored illustrations enumerating 200 
ways to serve rice. This will be fea- 
tured in advertising and will form 
the basis for a free-offer counter dis- 
play. More than 200,000 women 
wrote for it during the brief test 
period last year and already in the 
current campaign they are being sent 
out at the rate of 10,000 a week. 

Hotels, institutions, schools, hos- 
pitals and other groups will be cov- 
ered in the three-year campaign. 


Starts Largest Drive 
for Cinzano Vermouth 


Said to be the largest campaign 
ever run on a cocktail ingredient, an 
intensive drive on Cinzano vermouth 
is being launched, Gaston Tonelli, 
American representative of S. A. 
Francesco Cinzano Cie, and Canada 
Dry Ginger Ale Company, Inc., dis- 
tributor, have announced. J. M. 
Mathes, Inc., is the agency. 

To run for 28 weeks, the campaign 
will include large weekly insertions 
in newspapers in New York, Boston, 
Chicago, Washington and on the 
Pacific coast, monthly and weekly 
Magazines, as well as some club pub- 
lications. 


Select Ed Wolff 


Ed Wolff & Associates, Rochester, 
N. Y., have been appointed to handle 
advertising of Paper Service, Inc., 
paper wholesaler of Rochester, Syra- 
cuse and Buffalo, and the re-organ- 
ized Brown Nursery Seed Company, 
Inc., Rose Hill, N. Y. 


Restricts Dentists’ Ads 

Texas dentists are prohibited 
from advertising except by profes- 
sional cards in newspapers, under 
a law just enacted by the state leg- 
islature and signed by Gov. James 


V. Allred. 
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ADVERTISING AGE 


O. SoGLow 


~ Hitting the King- Pin 


Hit the king-pin—on the side—with 
a bit of a spin to the ball—ten-strike! 


It’s the same in marketing. Hit New 
York—from the proper anole —with 
a bit of a spin to the ball—national 


ten-strike! 


Why? Because New York does what 
the king-pin does. The ball—and the 
king-pin—knock over the pins behind 
it. And they knock over the next row. 


And they knock over the last. New 


THE 


York knocks over the 41 trading cen- 
ters in which the major part of all 
retail sales are made. These in turn 
knock over the smaller towns. And 
these knock over the rest of the 


country. 


The proper angle and the spin to the 
ball? Advertising in The New Yorker, 


of course. 


P.S. You can’t leave the king-pin 


untouched and get a ten-strike. 


NEW YORKER 


25 WEST 45th STREET ¢ NEW YORK 
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Will Publish Special 
Summer Sales Number 


All available practical summer sell- 
ing plans evolved by manufacturers 
and dealers in the past will be in- 
cluded in the June “Summer sales” 
number of Electrical Merchandising, 
New York. 

The issue will cover special dis- 
plays, outside selling, sidewalk dem- 
onstrations, selling exhibits at local 
fairs, and other sales ideas. 


Clients Added 

Stations KTUL, Tulsa, Okla., 
KGFF, Shawnee, Okla., and KCRK, 
Enid, Okla., have become subscribers 
to the standard program library 
service of the Standard Radio Adver- 
tising Company, Hollywood and Chi- 
cago. 


Edwin Friendly 
Renamed Head of 
A.N.P.A. Bureau 


New York, May 17.—The committee 
in charge of the Bureau of Adver- 
tising, American Newspaper Publish- 
ers Association, has announced that 
at a recent meeting, Edwin S. 
Friendly, business manager of the 
New York Sun, was re-elected chair- 
man. 

W. E. Macfarlane asked to be re- 
lieved of his duties as vice-chairman, 
inasmuch as he had served as chair- 
man or vice-chairman for six years. 


The committee agreed to accede to 
his wishes, after passing a resolu- 
tion of thanks and appreciation for 
his splendid services. Mr. Macfar- 
lane will remain as a member of the 
committee, which is composed of the 
following: 

Edwin S. Friendly, chairman, New 
York Sun; Col. Julius Ochs Adler, 
New York Times; George J. Auer, 
New York Herald Tribune; H. M. 
Bitner, Hearst Newspapers; Frank 
H. Burgess, La Crosse Tribune; Nor- 
man Chandler, Los Angeles Times; 
William G. Chandler, Scripps-How- 
ard Newspapers; Frank G. Huntress, 
San Antonio Express and News; F. 
I. Ker, Hamilton Spectator; 

Col. Frank Knox, Chicago Daily 
News; W. E. Macfarlane, Chicago 


Tribune; Roy D. Moore, Canton Re- 
pository; Fleming Newbold, Wash- 
ington Star; David B. Plum, Troy 
Record; William F. Rogers, Boston 
Transcript; Fred Schilplin, St. Cloud 
Times-Journal; James G. Stahlman, 
Nashville Banner; S. E. Thomason, 
Chicago Daily Times; Frank E. 
Tripp, Gannett Newspapers. 

The committee was named by 
President Jerome D. Barnum of the 
A. N. P. A. at the close of the re- 
cent convention. Col. Adler was 
chosen to succeed the late Louis 
Wiley. 


Hirsch Moves 


Hirsch, Inc., New York advertising 
agency, has moved to larger quarters 
at 551 Fifth Ave. 


MEMO TO SPACE-BUYERS 


Jacksonville and its trade area form the largest and most productive year- 
round market in Florida. 


Jacksonville's (and Florida's) largest and most influential newspaper is 
The Florida Times-Union, morning and Sunday. 


Six out of seven literate homes within Jacksonville's city limits take the 


Times-Union— carrier delivered. And, of course, these homes represent 


the best six-sevenths of Jacksonville's buying power. 


Times-Union coverage of the suburban zone is almost as intensive as its 
coverage within the city. The Times-Union is the only publication giving 
such dominant coverage of this urban and suburban market... . to say 


nothing of its powerful selling influence within Jacksonville's large retail 
trading zone. 


The Times-Union's average net paid circulation, six months ending March 
31, 1935, was the highest in the history of any Florida newspaper: 


DAILY 


63,293 


SUNDAY 69,605 


Yet the Times-Union's advertising rates, established years ago when circu- 
lation was much smaller, remain unchanged. Today's circulation offers a 
24% bonus over that on which the present rates were based. The Times- 
Union has by far the lowest milline rate in Florida. 


he Florida Cimes-Union 


New York 


' Chicago 


LARGEST CIRCULATION IN JACKSONVILLE 
Daily — 


FLORIDA’S LARGEST NEWSPAPER «5 


Detroit 


Represented Nationally by REYNOLDS-FITZGERALD, Inc. 
San Francisco 


Los Angeles 


GARNER & GRANT, Atlanta, Georgia 


DOW TO ENROLL 
TAXPAYERS FOR 
ANTI-DUST WAR 


Schedules Timely Drive to 
Regiment Public Opinion 


Midland, Mich., May 17.—An ex- 
tensive newspaper drive, directed 
to an audience believed to be un- 
usually receptive by reason of re- 
cent dust storms, will be launched 
shortly by Dow Chemical Company, 
to further its educational campaign 
on Dowflake, for the elimination of 
dust. 

Following the policy adopted last 
year, the company will tell the story 
of the calcium chloride product to 
business men and residents, rather 
than to the municipal, county and 
state officials actually responsible 
for construction and maintenance of 
roads. 

Advertising will urge the business 
men of communities where sec- 
ondary roads still exist to petition 
the cooperation of highway officials 
in arranging for dust control. By 
directing the appeal to the taxpayer, 
who must ultimately give assurance 
of his support, the company found 
the setting up of necessary ma- 
chinery to make dust control pos- 
sible was considerably facilitated. 

The drive has been built around 
the slogan, “Stop Road Dust!”, 
which appears in each insertion as 
part of the headline, lending conti- 
nuity to the series. 

In a typical advertisement, under 
the caption, “. . . For Better Busi- 
ness—Stop Road Dust!”, the com- 
pany points out that alert summer 
resort communities, having learned 
long ago that vacationists avoid 
dusty roads, are dustproofing their 
roads with the moisture-absorbing 
Dowflake calcium chloride. 


A Complete Waste 


Emphasis is placed upon the fact 
that dust is 100 per cent waste and 
actually costs more than dust con- 
trol. It not only results in a loss 
of business and an increase in 
maintenance costs for both the 
home and the place of business, but 
also means that the dry material 
torn from the highways is lost and 
must sooner or later be replaced. 

Similarly, below a headline stress- 
ing safe motoring, the company 
cautions in another advertisement 
against the dangers of the dusty 
road. 

The free booklet, “How to Con- 
trol Dust,” used with outstanding 
success last year, will again be fea- 
tured in the copy. The booklet not 
only discusses at length the cause 
and menace of dust and the Dow- 
flake method of control, but also in- 
structs the reader on how to secure 
cooperation from officials in mak- 
ing dust control a reality. 

Fred M. Randall Company, 
troit, is the agency in charge. 


De- 


“Spectator,” Doomed By 
Profits, Will Continue 


Following widespread publicity a 
few weeks ago on the decision of the 
owners of The American Spectator to 
scrap the paper because “it is mak- 
ing money” and was no longer a 
labor of love, announcement was 
made this week of a change of heart, 
resulting in its sale to C. H. Fin- 
gerhood, New York publisher. 

The first issue under the new own- 
ership will appear late this month, 
retaining the editerial standards in- 
augurated by the former regime of 
Nathan, Boyd, Dreiser, Anderson, 
Cabell and O’Neill, its founders. The 
old format and the ten cent price 
will also be continued. 

It will be conducted by an anony- 
mous editorial board, Mr. Fingerhood 
states, and will continue to “spoof 
spoofers” and convey sprightly com- 
ment on the American scene. 


Names Clatfelter 


Harry Clatfelter, Advertising, 
Peoria, Ill., has been retained by Al- 


torfer Brothers Company, Inc., to 
handle advertising of ABC washers. 
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ADVERTISING AGE 


Various advertisers have expressed some 
astonishment at the pleasing uproar around 
the cash register which follows their adver- 


tising in THIS WEEK. 


The explanation is not at all involved: 
more people read THIS WEEK than read 
other magazines in 21 major trading areas. 


It's as simple as that. 


Why is this? Because THIS WEEK is the 
kind of magazine millions of people want; 
because this magazine shares in the local 


prestige of twenty-one newspapers. 


THIS 


For years, other magazines have used 
THIS WEEK'S newspapers to build circu- 


lation. Each of them gets some of this 


basic circulation. But only THIS WEEK has 
it all: more than four million families 


concentrated in the sales sectors. 


THIS WEEK is on the magazine lists of 
some of the canniest advertisers in the 
country because it has demonstrated its 


ability to reach the most people nearest 


the most stores. That's why it gets results. 


A Powerful Sates Force in America’s A Market 


Atlanta, Baltimore, Birmingham, Boston, Buffalo, Chicago, Cincinnati, Cleveland, Dallas, Detroit, Pens Bos Milwaukee, 4g" aa New Orleans, New York, Omaha, Philadelphia, Pittsburgh, St. Louis, Washington 


Tam 


pe a 
CEs 


NEW YORK: 420 Lexington Ave. CHICAGO: 360 N. Michigan Ave. 


DETROIT: General Motors Bldg. 


SAN FRANCISCO: 111 Sutter St. LOS ANGELES: Lincoln Bldg. 
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Further Developments in Self- Regu- 
lation of Advertising 


The Columbia Broadcasting Sys- 
tem issued an announcement last 
week limiting the time to be given 
to advertising announcements in 
broadcasts, and likewise discontinu- 
ing at the expiration of current con- 
tracts the use of the facilities of the 
network for certain types of adver- 
tised products which have been 
found by experience to be objection- 
able. The announcement marked 
another step in the progress now 
being made toward self-regulation 
of advertising. 

The broadcasting field seems to he 
taking the lead in this work, since 
the National Broadcasting Company 
for some time has been exercising 
close supervision over both programs 
and commercials through facilities 
which were set up independently of 
both sales and production depart- 
ments. Through the efforts of these 
two leaders in the broadcasting field, 
it seems likely not only that chain 
broadcasts will be improved in char- 
acter and quality, but that an exam- 
ple will be given which will be fol- 
lowed by most of the worth while 
independent broadcasting stations. 

Developments of this kind are de- 
cidedly encouraging to those who 
feel that the advertising field has the 
ability, the willingness and the 
courage to clean house to an extent 
that will make legislative action un- 
necessary, or, if it comes, innocuous, 
as far as representing any serious 
threat to the normal processes of ad- 
vertising is concerned. And at the 
same time they provide reassurance 
to that part of the public which has 
had doubts as to the desire of adver- 
tising interests to eliminate objec- 
tionable features. 


While the broadcasting industry 


Individuality for 


Tom Wallace, editor of the Louis- 
ville Times, made an unusually in- 
teresting analysis of the promotion 
problems of the newspaper in the 
smaller city in his talk at the recent 
convention of the National Editorial 
Association. He felt that only sound 
editorial service, emphasizing the in- 
terests of the community which it 
serves, can give a newspaper indi- 
viduality and appeal both for read- 
ers and advertisers. 

His comments were made largely 
from the point of view of extending 
local staff activities as a substitute 
for syndicated features, because, as 
he sees it, the increasing use of 
“canned” material in the smaller 
newspaper operates to eliminate the 
vitality and individuality which he 
insists are primarily the results of 
community service. 

Advertisers as well as newspaper 
executives will find much in Mr. Wal- 


has taken the center of the stage in 
this activity for the time being, prog- 
ress is being made in other sections 
of the field. Publications, many of 
which have maintained the highest 
standards for copy appearing in their 
own mediums, are now moving to- 
ward group action which will enable 
all publications to have the informa- 
tion and the authority necessary for 
action against copy which is harmful 
in any way to the public, or which 
represents either unfair competition 
or bad taste. 

Action by groups, urged for the 
past two years by ADVERTISING AGE, 
offers the only assurance for a 
thorough disposition of the problem 
of advertising control, since only 
by making uniform action possible 
in each class of mediums can the 
public be assured of protection from 
advertising of an unworthy charac- 
ter. 

Advertisers and advertising agen- 
cies, through their leading associa- 
tions, have made it clear that they 
welcome action by broadcasters, pub- 
lishers and other groups of medium 
owners to establish control, feeling, 
as do others who have studied the 
problem, that whatever is done by 
advertisers themselves should be 
made effective for the field at large 
through joint action by these groups. 
Thus a positive program can be 
adopted by the latter, with full as- 
surance of support from the buyers 
of advertising space, time and 
service. 

The announcement of CBS was 
welcomed by all advertising interests 
as another important step in the di- 
rection of making advertising better 
and hence more acceptable to the 
public. 


the Small Paper 


lace’s point of view to commend. On 
the other hand, the standard syndi- 
cate features have come into wide 
use only because of their universal 
popular appeal, so that the newspa- 
per employs them as an assured 
method of building and holding cir- 
culation and reader interest. 

Obviously syndicate material 
should not be purchased at the ex- 
pense of adequate staff editorial serv- 
ice. The newspaper makes a name 
for itself by initiative in meeting the 
problems of its own field, and even 
the Dionne quintuplets, whose _ pic- 
tures seem to provide the ideal syn- 
dicate feature, cannot take the place 
of that service. 

A judicious combination of the two 
ideas, applied intelligently to specific 
publishing problems, will create 
newspapers which advertisers will 
find it easy to remember and profit- 
able to use. 


THIS IS CERTAINLY A FEROCIOUS BUSINESS 


Sp | 
Hix 


—Bulletin of Chicago Guild of Freelance Artists. 


“Cut the girl's head off at the neck. 


It's a bleed job.” 


Voice of the Advertiser 


Pleased with Report 


To the Editor: I have just had 
an opportunity to go over the May 
13 issue of, your excellent publica- 
tion. Naturally, because this issue 
contained news of our A.N.A. semi- 
annual meeting at White Sulphur 
Springs, I was particularly interested 
in it. I want you to know that in 
my opinion you have done a very 
excellent job of reporting the pro- 
ceedings. 

Congratulations and more power 
to you. 

ALLYN B. MCINTIRE, 

President, Association of National 

Advertisers; Vice-president. Pep- 
perell Mfg. Company, Boston. 
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Will Hays on Wrong 
Track, Reader Asserts 


To the Editor: In a recent issue 
of ADVERTISING AGE you quote Will 
Hays as definitely opposing all ad- 
vertising films for theatrical release. 

Because of the important role Mr. 
Hays plays in motion picture activi- 
ties, his statement will be accepted 
by many as representing the view- 
point of all exhibitors. This is not 
true. Therefore, as national sales 
representatives of Screen Broadcasts, 
may I not point out that our organi- 
zation, together with the other dis- 
tributors of advertising films, have 
contractual agreements which permit 
us to screen short length (60 to 150 
feet) advertising films in 5,372 thea- 
tres in the United States. This rep- 
resents approximately 44 per cent of 
the total open and wired motion pic- 
ture theatres in the country. 


Our company for 18 years has been 
screening advertising films in thou- 
sands of theatres, and we have very 
definite policies which are designed 
to protect the exhibitor from any un- 
favorable audience reaction: 1. by 
offering productions technically good, 
interesting and wholly acceptable to 
a majority of people in any audience; 
2. by limitation of number... 

Recent audience surveys which we 
had made for one of our clients, Gen- 
eral Baking Company, proved conclu- 
sively that theatre audiences did like 
the Bond Bread Screen Broadcasts, 
because 84 per cent in Cleveland said 
they liked them and 100 per cent in 
New York State cities. 

The exhibitors who are receiving a 
good revenue for their screens are 
the ones who invariably have the 
best kept houses and show the best 
pictures. Just as high class news- 
papers and magazines are able to 
offer the best editorial and feature 
writers because of their advertising 
revenues, so will the exhibitor be 


} 
| 
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able to offer the better productions 
of the producers. 

Screen advertising will never sup- 
plant either newspaper or magazine 
advertising, but rather it will sup- 
plement it. 

Invariably, the release of advertis- 
ing through other mediums is coin- 
cidental with the release of a Screen 
Broadcast campaign. 

I believe if Mr. Hays will make an 
unbiased survey, and not misinter- 
pret the reactions of the noisy mi- 
nority to determine the tastes of the 
masses, he will find the trend is to 
the acceptance of the short length 
advertising film. We shall gladly 
make available the information re- 
quired to make such a survey by 
telling where Screen Broadcast cam- 
paigns are now being screened for 
national advertisers. 

ANDREW BRYNE, 
Motion Picture Advertising 
Service Company, Inc., 
New York. 
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Why Defend Advertising, 
Is Agency Man’s Query 

To the Editor: So many articles 
have been written in defense of ad- 
vertising recently that I believe some 
of us are losing faith in our profes- 
sion. 

Advertising is just as important to 
general business as purchasing, in- 
spection, accounting or anything else, 
and the sooner some of the Doubting 
Thomases in and out of the business 
find it out, the better. Advertising 
is not to be brow-beaten and thrown 
around just because some _ copy 
mangler does not like some particu- 
lar advertisement. 

Are we to condemn carpentry be- 
cause some “jerry” cannot saw to a 
line or hammer a nail in straight? 
Must we condemn the Senate because 
we do not all agree with the King- 
fish? Must we look down on the pul- 
pit because we do not all follow the 
radio priest? It is ridiculous, this 
criticism of advertising, because some 
one, somewhere produces an indecent 
or misleading advertisement. Might 
as well say that because a certain 
lawyer is crooked the whole legal 
profession is corrupt. 

For my part, I am fed up on hear- 
ing advertising defended. It does 
not need defense any more than the 
medical or engineering professions 
need defense. 

Abuses in the use of advertising— 
sure, lots of them—but what busi- 
ness, what profession or what govern- 
ment department doesn’t reek with 
abuses if you turn them all out? 

The thing to do with chronic 
critics of advertising is to turn the 


guns around and shoot them and 
their sacred cows full of holes. Ad- 
vertising is big enough, and strong 
enough, and sound enough to take 
care of itself. 
C. C. MERCER, 
Meldrum and Fewsmith, Inc., 
Cleveland, O. 
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Oh, Come Now! 


To the Editor: I suppose that I 
am subscriber No. 183 to call to your 
attention the headline, “Libby Pro- 
motes Holman,” on Page 8 of the 
May 13 issue of ADVERTISING AGE. If 
it’s the Libby Holman of the “Body 
and Soul” fame, she certainly has 
done a swell promoting job for her- 
self. 

JULES B. SINGER, 
Federal Advertising Agency, Inc., 
New York. 
a oe 


It’s the Contract That 


Counts, Reader Declares 

To the Editor: As a subscriber to 
your publication, I read with some 
interest the editorial in the April 20 
issue entitled, “Legal Status of the 
Advertising Agency.” In that edi- 
torial you discussed the question of 
financial liability for payment of 
accounts, 

Considerable emphasis has been 
put upon the terms “principal” and 
“agent.” Those terms are only 
labels. You must look behind the 
labels and see what is inside. The 
insides consist of the agreements 
that are made. There is no limit to 
the terms and conditions that may 
be included in an agreement between 
advertiser, agency and publication. 
For example, an agency may very 
well contract with the publisher that 
the agency will be solely responsible 
for the payment of the space. This 
can be done even if the agency does 
disclose who its principal is. If the 
publisher and the agency agree to 
such a condition, that is the agree- 
ment. As a matter of fact, that is 
substantially what is covered by the 
standard Four A’s space contract. 

The same general principles apply 
to relations between advertisers and 
their agencies. Never mind what 
labels are used. The point is, what 
does each side agree to? Test cases 
are not going to be of much help to 
clarify the situation until custom 
has established standard, uniform 
contracts to cover the relations be- 
tween the three parties interested. 
That is still a long way off. When 
that time comes then test cases 
would rapidly clear the atmosphere. 

Did you ever see a copy of the in- 
surance policy that has been used 
for marine insurance for several 
hundred years? Not a word of it 
has been changed. To an ordinary 
reader the language is vague and un- 
certain, but the courts have con- 
strued and have given definite mean- 
ing to every word in the policy. Some 
day the advertising business may get 
to that point. 

EUGENE T. McQuankE, 
New York. 
vvweey 
“Novolescence”’ 

To the Editor: Referring to your 
editorial on “Obsolescence in In- 
dustry” in your issue of May 6, you 


MATIOMAL MOTEL MANAGEMENT CO INE oo 
si } 


may be interested in the way this 
matter is handled by the National 
Hotel Management Company, Inc., as 
shown by the enclosed reprint from 
the May issue of Fortune. 

WALTER C. KRAUSE, 


Vice-President, The Ralph H. Jones 
Company, New York. 
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Kelloggs nice xnispies 


Made trom WATER MAID RICE 


Newspaper copy for Kellogg's 
Rice Krispies, in which the Mother 
Goose characters which appear on 
the backs of the packages are 
given a prominent role. 


FALSE CLAIMS 
SALIENT ISSUE, 
LANG DECLARES 


Federation President Says 
New Laws Are Required 


Pittsburgh, Pa., May 15.—Assert- 
ing that copy that is misleading or 
in bad taste is the most important 
problem facing the advertising field, 
Chester H. Lang, manager of the 
publicity department, General Elec- 
tric Company, Schenectady, N. Y., 
and president, Advertising Federa- 
tion of America, initiated the 32nd 
annual convention of the Advertis- 
ing Affiliation here last Friday. His 
subject was “Generators of Discon- 
tent.” 

However, he made clear, male- 
factors are not the only ones who 
get letters from discontented buy- 
ers. He admitted readily that Gen- 
eral Electric gets plenty of such 
missives as this: 

“After reading your advertise- 
ment, I was under the impression 
that your washing machine even 
hung the clothes on the line. 

“What I want is not the machine 
you sald me, but the one in the ad- 
vertisement.” 

Such letters are really a tribute 
to advertising, Mr. Lang asserted, 
because they indicate that the pub- 
lic believes what it reads and when 
dissatisfied, ‘takes its troubles to 
headquarters: However, advertis- 
ing must guard jealously’ the 
prestige and belief it has created 
over the years, he said. 

Mr. Lang quoted James Moffett, 
director of the Federal Housing Ad- 
ministration, as characterizing ad- 
vertising men as “counselors in op- 
portunity to industry.” If they will 
live up to this high appraisal, Mr. 
Lang continued for himself, they 
can “make 1929 look like a piker, in 
spite of the somewhat diminished 
buying power in certain quarters.” 

While he regards enthusiasm as 
the priceless ingredient in advertis- 
ing, he urged advertising men to 
take a broader view of their mis- 
sion, which must be to help in- 
dustry earn a return on its invest- 
ment. 

Mr. Lang paid his respects to Rex- 
ford Tugwell and in that connection 
defined a fanatic as “one who re- 
doubles his efforts after losing sight 
of his objective.” 

“Advertising,” he asserted, “has 
a right to make the young husband’s 
mouth water with enticing pictures 
of tasty culinary concoctions.” He 
asked advertising men, however, to 
avoid bunk and bad taste, overdone 
puffery and misleading claims. 

Mr. Lang said the Federation 
board has endorsed the Copeland 


bill in principle, believing it is im- 
perative that some restraints be im- 
posed on those who insist on break- 
ing the rules. 

“No honest manufacturer will be 
put out of business by the Copeland 
bill,” he asserted. “If we can’t pass 
it, let’s work for some other form 
of regulation.” 

Advertising men, he continued, 
must be exponents of the economics 
of plenty. “It’s harder to hasten 
distribution than to retard produc- 
tion,” said he, “but let’s do it any- 
way.” 

He urged singleness of purpose 
on advertising men everywhere. 
He gave several questions often 
asked and the proper answers: 
“What do you think of the gold 
decision?” 


“There are “7,000,000 obsolete 
automobiles in the United States!” 

“What about Russia?’ 

“Let’s replace some of the mil- 
lions of ramshackle houses in the 
United States!” 

“What’s your opinion of the sit- 
uation at Washington?” 

“There are 10,000,000 homes in 
this country without electric 
lights!” 

Finally, said the Federation presi- 
dent, there are no substitutes for 
persistence and courage. 


Names Moser & Cotins 


The Gaines Food Company, Sher- 
burne, N. Y., maker of dog foods, 
has appointed Moser & Cotins, Inc., 
Utica and New York, to handle its 
advertising. 


Dissolve Middleton 
Advertising Corporation 
David J. Crouse, for nine years 
president of The Middleton Advertis- 
ing Corporation, Philadelphia agency, 
has joined the staff of The Stewart- 
Jordan Company, Inc., Philadelphia, 
as an account executive. The Mid- 
dleton agency has been liquidated. 
Charles Stoner, of the Middleton 
art department, has been added to 
the art staff of the Harry Feigen- 
baum Advertising Service, Philadel- 
phia, and L. Hartman Burr, former 
copy writer for Middleton, has en- 
tered the advertising department of 
the Allentown, Pa., Call. 


Joins Reiss Agency 


Robert Hertsberg, former pub- 
lisher of Short Wave Radio, has 


joined Reiss Advertising, New York, 
to specialize in service to radio ac- 
counts. 


Stewart Elevated 


Howard D. Stewart, with the 
New York Times six years as assist- 
ant to the advertising manager, 
Brooklyn advertising manager, and 
in other capacities, has been made 
retail advertising manager of the 
Times. 


Marx Manes Martin 


Marx Brewing Company, Wyan- 
dotte, Mich., has appointed Martin, 
Inc., Detroit, as advertising counsel. 
An extensive newspaper and outdoor 
campaign will get under way im- 
mediately, on behalf of Bavarian 


lager, Marx Pilsner, and Marx Nine 
Castle ale. 


®POPULAR FALLACIES OF ADVERTISING 


road. 


aesthetic tastes. 


InpivipuAL advertisements may 
achieve literary merit, but it is fallacious 
to expect advertising in the mass to meet 
literary, rather than sales standards. 


Because advertisements appear in 
newspapers and magazines beside mate- 
rial of literary intent, critics often make 
illogical comparisons. 

As far back as January 20, 1758, Dr. 
Johnson wrote in the London Idler: 


“Advertisements are so numerous that they 
are very negligently perused, and it there- 
fore becomes necessary to gain attention by 
magnificence of promise and by eloquence 
sometimes sublimeand sometimes pathetick.”’ 
To this day, writers waste their beau- 
tiful phrases in similar railing at a type 
of writing that is little more concerned 
with its own artistic significance than 
the dump truck that one passes on the 


Advertising operates under economic 
law, literature under the dictates of 


swer the question, “Is it art?’’ Adver- 
tising, like all other implements of in- 
dustry, must first answer the question, 


Literature must an- 


AS'an advertising man you resent 
unfair attacks upon the integrity 
of your profession. You appreciate 
a defense like this spread before 
260,000 fellow business men, your 
clients. @Every business suffers 
likewise from fallacious thinking— 


salers. 


“Is it productive?” 

Proof of this essential difference in 
the two kinds of writing is the adver- 
tising of the book publishers. The most 
exquisitely written book apparently 
needs the advertising writer’s most en- 
thusiastic and hard-hitting technique 
to convey it to the market. 


ad NATION'S BUSINESS 


260,000 CIRCULATION 
PUBLISHED MONTHLY AT WASHINGTON BY THE UNITED STATES CHAMBER OF COMMERCE 


“Advertising is Just aWAR of 


Adjectives’ 


coal, ice, banks, railroads, whole- 


They likewise esteem a 


stout defender. QFor 20 years 
NATION’S BUSINESS has fought 
popular fallacies of every busi- 
ness. That is one reason why it 
holds the loyalty of its readers. 


This is one of a series of thirteen advertisements. now available 
in brochure form. Address, Nation’s Business, Washington, D. C.. 


en c 
uN ~ 
a ‘ 
Pa ‘ 
how Pol a 
°-< i 
fi yp T= 
lines bo Bi 
mm v i 
4, / ac* ” ea. @ ) 
4 Fa ae | : fe ts. 
‘ sh oe A / 
we | : ee 
and Aelloggs 
> a | , 
% RICE KRISPIES ge we 
> ~_ ae | : 
ory ~~ ae z 4 
“ar ig: = ee | | 
— ae 2d ie 
aemmnemtees ee 
ae 
TEI Le = 
PE w “a 
we nil or crvem. t's time te dtp ambgreee package beeps Bice 4 | ae 
te your spoon and tubes teste § Kirtapien evem-tredh. Made by RICE KA cae 
pinasing journey threngh favor  Kallogy in Battle Crock. Quaity K: . 
—— — ae cs AT EE EE eS EE eae 
You wil enjoy Rice Krtepice MOTHER @OOSE STORIES 4 $I ee ——————— rrr ] es. 
any theme, Rctre delichowe with — a weld by Katiages Singing Lady ee Oe | a ae 
eppeer on the bechs of Rin Krtagien - r . Ms 
i, | —— |/ Begs 
eeeen by chibdrem wt tht ereming Oe a ‘ 
pre ns Me 
Re Rape Or ae mod ep is : eI ai ae 
P—C“(;SCsS ‘ 2 a ae 
— EEE So ae 
| SS ecamtes 
See eS at 
ae oi 
; ae 
ee 
| * . 
—_—_<_—X—XKX—XKK—K—_—— A | ‘ me 
Meee ae 
} | chi ‘< 
| ee 
Rei 
eh sates 
eee 
Fre a 
é . at ieee 
d , rt re 
. Bere 
ye. bs? Behe. 
+a Pere ese f 
; ca ES ee re 
ey ' CE 
: : a ee Ct CMe ae Bein oh la 
; wee a: $ os Bs Voki 
. r age : ae : iil ee ea 
~f “a : % ae : , 
vy ” ee | 
Se 3 Rae fe eee i SAE he: 
Be: . Ps . : a ee 
— ? 4 “ne | Be aieg 5 
Sas. Sali : | opt eet 
Be ae : Re | ECs 
See ee se ite ee 
oS = we 2a 
fia Ales ge tee ai cr ate 
i eo ces } Be pao 
: Pree ; eS ae | Slots 
; See a F Niky oe j te Ee 
x wy % 2 a gs | ft 
| act, See eR ee eee chon She erne bis Pads it i; * Sie / 53 ; 
| Bee Sa ee oe Ce hg eee Oe Ale ee i Seas, 
. Ss emai y, OO ie ote er es, ee j | Sees 
ge, oo a les I “ol boner ipa Meher Re bie, oie Mage gee! agin re ie es ir ea 
: nay ae eR Dae aay Ree ‘ ee ae 
ee ae eer sa : . ; iii a ® ok | “aden 
S de at - F. ; ; Bp 5S 
2 ‘ai . ¥ oi } Bal ace aus 
e Fe fi oy es "i ‘ 
E ; ; r na ee ] 
SE ae? Be ae Sie ae tine eo ie ae oe Naar fie | 
1 leat Tica be Be ei ay ad ee ee ] 
t . . ve = pa <r ae kes bs " . ? : 
i- ' oa : 
\- eee ; 
l- ) 7 a 
e Ss 
t Be 
| < 
oe 
) 
Bees 
= 
ae 
ry 
Ms 
of 
l- c 
a 7 4 
ace. 
vs : 
| Bo ‘ 
D 
4 
a 
’ on 
' Wee ota 
cue a 
a eee ee 
its et! 
. a 
: 
: 
. 
| : 
} 
| 
_ re 
» «a 
m 
wae 
ee ; 
pia eee i s ee $2 be Fst Pa ay Lr hias cx ea Pils es RNa (ett: Re eR er aly, oe Me tn le aera ee eee ty AeA aera Senge es ee aes Pry Miao ah hee Se iat 
Bee Oyery Ss Peewee: A ree 28 gee ca ete Melt) RO heay Eee eGR ace any ga gies Ose Gis aye ee ce ape ety eae, a np emis earch yc gr =) eee a NC Pot Sag CEN aS 0 he Me 
Shy ie BER Peleg os omg oe ons Sey et abas Fest ce ta athe Dene PONG mpd Fie Nigga meek BURY = ee MOMR CET LSE? Te lbae NC Fcaieyis ee UA A fealty ere are a cee at ps ee Se abate eat Sc er og a ee SN Oe AR co 7 Nh a a ae te Fag eae CN oa ee 
sd SRI Meednae Gaon? UAE 5S a en Ny ee ee ace oi Ue ae nr PCG Gr dia. ne ahora ae ees [ine Tees Ga sg ad tee Sas Bee Oe mS Le a mere we Orc eae ss el Toke: 
itl, ms eerie = ager al od. ree Ts aia yh Se ag ly a ats ee eee Corie ear oe alien MUR ease cy fetal 7 eR IR RLV yas emma ea Shug ceca Ji ORR ean RU tater (See AC Ne aCe aR a ee crt once Ar eR es ee 
; ; : Arcata Laie ci ee ee ee aed eee en ae a Ope ae ale Wee) re ete none We Tagen ee See mORineR, Hi awe ME Meer Pe nas OA) 4 2. 57 et  aae Bisse os ee Ve ern Bee 4) ee 


12 


ADVERTISING AGE 


May 20, 1935 


DOUBLING UP 


ott last/ 


A REAL BREAD IMPROVEMENT 


AMAZING, YET SIMPLE, NEW BAKING DISCOVERY 
PERMITS THE WONDER BAKERS TO OFFER 


WONDER ‘tavor BREAD 


Recent seven-column Continental 

Baking Company advertisement in 

a Richmond, Va., paper, introduc- 

ing “double-flavor" Wonder 

bread, which is baked two loaves 

in a pan, then split and wrapped 
separately. 


HOW KENSINGTON 
RAISED PRICES 
ON OLD ORDERS 


Pittsburgh, Pa., May 16—How a 
manufacturer raised his prices after 
he had taken orders for a new line 
of giftwares, and induced retail cus- 
tomers to pay the higher prices, 
was related to the Advertising Affil- 
iation May 10 by W. C. White, ad- 
vertising manager, Aluminum Com- 
pany of America, and president of 
two of its subsidiaries—Aluminum 
Cooking Utensil Company and Ken- 
sington, Inc. 

E. M. Grable, vice-president of 
Kensington, Inc., explained the de- 
tails in response to the advertising 
men’s demand to know how this 
miracle was accomplished. 

“The necessity arose when it was 
discovered that serious estimating 
errors had been made,” he said. 
“The price at which we had written 
the orders was so low that we would 
have incurred heavy losses had we 
been forced to deliver. 

“We simply wrote the dealers 
laying our cards on the table. We 
pointed out that if the price in- 
crease were not made now, it would 
have to be instituted later. Con- 
sumers who were educated to buy 
at the first low prices undoubtedly 
would refuse to buy at the new 
higher prices and something like a 
buyers’ strike might occur. Hence, 
dealers would create a market only 
to lose it. 


How Kensington Started 


“These considerations weighed 
heavily with dealers and we were 
able to get practically all orders re- 
instated at higher prices. Possibly 
the fact that we were using what 
amounted to a franchise plan had 
much to do with the results.” 

Mr. White explained that Kensing- 
ton, Inc., came into existence when 
a new method of treating aluminum 
was developed, producing an alloy 
which was soft silver in color. As 
in the case of the Aluminum Cook- 
ing Utensil Company, the parent 
was unable to resist the proffered 
opportunity to extend the use of 
aluminum, in spite of the fact that 
giftwares, the indicated field, was 
an unexplored wilderness. 

A famous designer was retained, 
and out of 150 models which he 
made available, about 60 were ac- 
cepted and put into production. A 
study convinced Mr. White and his 
associates that the giftwares field 
was far less seasonable than had 
been thought. Distribution chan- 
nels were not well defined, includ- 
ing not only jewelers and stores de- 
voted to giftwares exclusively, but 
department and other stores. 


Busi- & 


ness apparently could not be done 
on a volume basis, and a remark- 
able range of prices, from $1 to 
$25, was found, with both extremes 
desirable in order to fit every purse. 

Mr. White said the company 
broke a lot of rules. It insisted on 
its full margin of profit, in spite of 
warnings that it probably couldn't 
be obtained. While the experts 
said it would be necessary to use 
salesmen who had enjoyed experi- 
ence in the new field, the company 
selected five whose success had 
been confined to the sale of cooking 
utensils. All were men of ripe judg- 
ment, however. 


Get Good Distribution 


These salesmen were authorized 
to confine distribution to what they 
regarded as the best one or two out- 


lets in each town. For the moment, 
business was restricted to that part 
of the United States which could be 
most easily covered. 

Samples were ready in June, 
1934, and salesmen took to the road 
in anticipation of the August gift- 
ware shows. Their supplies of 
samples were limited to a few hand- 
made models and advertising mate- 
rial was also sketchy. By Christ- 
mas, however, 400 outlets had been 
secured. 

In the meantime, a 30-day strike 
had delayed production, so that the 
promised Sept. 1 deliveries became 
only a dream. When work was re- 
sumed, the error in calculations 
was revealed and the company told 
dealers that a tray which was to 
have been sold for $7.50 would have 
to be marked up to $10. Only a 


dozen retailers complained and only 
one cancelled. 

The proposed advertising in class 
magazines was merchandised hard 
and with almost exclusive rights to 
the line, many dealers put their own 
advertising support behind Kensing- 
ton in newspapers. 


Established Department 


Emphasis was laid on display and 
the company established a depart- 
ment which photographed attractive 
displays almost as soon as set up, 
passing the pictures along to the 
other dealers for emulation. 

The company got 85 per cent of 
its 1934 quota and in March of the 
following year adopted black ink 
exclusively in accounting opera- 
tions. 

From all of this Mr. White drew 


the conclusion that the pessimists 
cannot be believed. 

“Faith and common sense will get 
results in almost any field if our 
experience is any criterion,” said 
he. 


Names Simpson-Reilly 

The firm of Simpson-Reilly, pub- 
lishers’ representatives, Los Angeles 
and San Francisco, has been ap- 
pointed Western states representa- 
tive of Western Home Equipment 
Dealer, Los Angeles. 


Appoints Fairfax 


Durham Duplex Razor Company, 
Jersey City, N. J., has appointed H. 
W. Fairfax Advertising Agency, New 
York, to handle advertising of the 
company’s Duplex dog dresser divi- 


sion. 


diate results. 


added. 


vertisers have tested the shock 
factor of Color-on-the-Coast .. . 
have consistently reported in- 
creased sales, lowered costs, imme- 


Time and again they have proved 
that for broadening distribution, 
gaining demand, sampling, or mak- 
ing special offers to consumers, 
NO OTHER FORCE is more eco- 
nomical than the productive power 
of the Los Angeles Examiner, San 
Francisco Examiner and Seattle 
Post-Intelligencer, daily and Sun- 
day... particularly with the extra 


drive of COLOR. 
Any GOOD advertisement, in 


newspapers that do not print color, 
becomes OUTSTANDING when 
the shock factor of COLOR is 


The accompanying advertisement 
of SHELL GASOLINE is typical 
. . . dominant, unescapable, out- 
standing among the regular black- 
and-white advertisements. 


Add 


this 


Shock Factor 


to Newspaper Advertising 


We believe Crab Orchard i the beat straight 
you can buy any place for the monry. 
Made Old Kewrurh y.0t stot thed from the barrel. 
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LOS ANGELES 
EXAMINER 


SAN FRANCISCO 
EXAMINER 


NATIONALLY REPRESENTED BY 
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Form Radio Rep Firm 


Lowell E. Jackson, formerly a mem- 
ber of the Chicago sales staff of the 
National Broadcasting Company, and 
Margaret L. Moore, station relations 
manager of the Middle West division 
of the World Broadcasting System, 
Chicago, for the past three years, 
have organized the firm of Jackson 
and Moore, Chicago, radio station 
representatives. 


Drum Heads Hupp 


Vern R. Drum, at one time associ- 
ated with Chrysler Corporation, and 
more recently in charge of production 
of Hupp Motor Car Corporation, was 
elected president and general man- 
ager, and a member of the Hupp 
corporation’s new coalition board of 
directors at a meeting of the board 
May 7. 


Northwest Mounted Back 


On behalf of Half-and-Half smok- 
ing tobacco, the American Tobacco 
Company has started a new series 
of “Red Trails” dramatizations of 
Royal Northwest Mounted Police ex- 
ploits, each complete in one broad- 
cast, over a nation-wide NBC-WJZ 
network, with musical background 
by the orchestra heard during the 
first series. 


Re-Appoints Freund 


The Essley Shirt Company, origi- 
nator of the Trubenized or “fused” 
collar shirts, has placed its adver- 
tising account again with Morton 
Freund-Advertising, New York. Plans 
call for a schedule in the Saturday 
Evening Post and Time, as well as an 
intensive retail sales promotion pro- 
gram. 


COMMERCIAL ART 
WORLD SEETHES 
WITH HOSTILITIES 


Color Photos Intensify Pa- 
lette vs. Bulb Feud 


New York, May 17.—A seething 
undercurrent of hostility is sweep- 
ing through the commercial art 
world, with open warfare due to 


break out any day, competent ob- 
servers here aver. This will be a 
war to the finish, with palette 
shielded legions battling bulb press- 
ing mercenaries, according to the 
illustrators. 

Trouble has been brewing for 
some time, unknown to the general 
public. It has been brought to a 
climax by color photography re- 
placing paintings, or drawings, for 
magazine covers and advertising 
illustrations. To quote one artist, 
“The time has come to put a stop to 
these lens lads thinking they are 
really creative artists.” 

The question was dragged into 
the open at a recent meeting of the 
Guild of Free Lance Artists, by a 
sudden onslaught on Saul Tepper, 
illustrator, who recently practically 


DA 


ILY 


or 


So many advertisers have made unusual 
sales-records with Color on week-days, that 
the service has now been extended to the 


SUNDAY Los 
Francisco 
Intelligencer. 


Examiner and Seattle 


Angeles Examiner, San 
Post- 


Any unit of one-half page, or larger, is ac- 
ceptable in black and one extra color in 
Seattle and two extra colors in California. 


Color may be run in the Women’s Section 
of Sunday papers, or in the Automobile, or 
March-of-Events sections. 


SUN 


DAY 


All are highly localized as to news and, 
therefore, give a much closer point of con- 
tact with local people. There is no class of 
product that cannot benefit from this more 
direct contact . . . particularly in view of 
the fact that every other family in Cali- 
fornia and western Washington reads the 
Examiner and the Post-Intelligencer. 


That is the reason why these three fine 
newspapers form the best BASE BUY for 
every manufacturer. 


on the 


Complete details 


SEATTLE 


POST-INTELLIGENCER 


of Color-on-the-Coast, 
rates and names of national advertisers who 
have won signal success through its use, 
may be secured from any of our 11 offices. 


ss HEARST INTERNATIONAL A 


DVERTISING SERVICE 


Rodney E. Boone, General Manager | 


rye SSR 


Siehona 


“turned photographer” by directing 
and working out a magazine illustra- 
tion in color photography. Not 
long ago, the Society of Illustrators 
also lambasted the photographers. 

What to do about color photog- 
raphy has so occupied the minds of 
members of the guild that at their 
recent meeting they went so far as 
to invite, for the first time, an 
agency art director to one of their 
sessions, in the person of Paul 
Smith of Kenyon & Eckhardt, Inc. 


Fights Fire With Fire 


Numerous artists attended the 
meeting, including Harvey Dunn, 
Saul Tepper, Thomas Benrimo, Ear] 
Hurst, Jules Gottlieb, T. D. Skid- 
more, Mario Cooper, Lucien Bern- 
hard, Ray Prohaska, and others. 

Mr. Tepper believes that the art- 
ist should turn photographer to 
meet the rising competition, that he 
should become a creator and di- 
rector of pictures just as he would 
create and direct a painting. Let a 
mechanic press the bulb and record 
the picture on glass, but let the 
artist do the artistic work in a way 
that only he can do perfectly, was 
Mr. Tepper’s point of view. 

A majority of the artists present 
violently opposed the Tepper idea, 
contending that color photography 
is taking away the artists’ work, 
and that it will make people con- 
scious only of photographic art, 
thereby ending progress in the art 
world. 

“The photographer is a mechanic, 
the artist is a creator,” one artist 
declared. “If all art is to become 
solely a medium of photographic 
reproduction whether by glass 
plates, by oil paintings, or by pencil 
drawings, what of the future?” 

Paul Smith, the art director who 
was attempting to play the role of 
Solomon in the discussion, said 
that photography has a _ definite 
place in commercial art today, that 
it should not imitate painting, and 
that the photographer should not 
try to paint with his box and bulb. 
He added that on the other hand, an 
artist shouldn’t try to imitate 
photography. 


All a Matter of Use 


“If artists complain about photog- 
raphy they have only themselves to 
blame,” he said. “After educating 
the public to photographic realism 
in painting for 50 years, they 
shouldn’t be surprised if the public 
develops an appetite for it. 

“The camera, instead of being an 
enemy of art, is probably the best 
thing that ever happened to art, 
because it shows the futility of 
painting a servile copy of nature. 
The camera is no more an instru- 
ment of the devil than an easel. 
Both are merely tools. The true 
artist doesn’t care whether he works 
with brush and pigment or lens and 
emulsion.” 

The Guild discussion may be the 
Locarno, or the Gettysburg, or just 
the Union Square of: the embattled, 
embittered artists, observers point 
out, and the lens lads had better 
look out. 


Rubber Heel Company 


Plans Radio Expansion 


Starting with station WHK, Cleve- 
land, last year, the spot advertising 
campaign of the I. T. S. Company, 
Elyria, O., maker of I. T. S. Left- 
and-Right Level Wear rubber heels, 
now employs 26 stations from coast 
to coast. The list of stations is still 
growing, according to the company’s 
agency, Carr Liggett, Inc., Cleveland. 

The familiar, rhythmic “left, right, 
left, right” introduction to the com- 
pany’s message has impressed I. T. S. 
in the minds of listeners. At pres- 
ent, two to six announcements are 
used each week over each station. 

The spot announcements point out 
that I. T. S. rubber heels have extra 
pads of tough rubber where shoe 
wear is heavy, on the outer left side 
of the left heel, and the outer right 
side of the right heel. 


Alabamans Elect 


Webb Stanley, Greenville Advo- 
cate, was named president of the 
Alabama Press Association at a 
meeting of the association’s board 
of directors in Montgomery May 11. 
Mr. Stanley will fill the unexpired 
term of the former president, Bruce 
Shelton, editor, Tuscaloosa News, 


+ | resigned. W. Roy Brown, of Mont- 


gomery, has resigned as secretary. 
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Describes Freight Service 


The Merrill Advertising Company, 
Inc., New York, has been retained by 
F. Marti & Co., Inc., foreign freight 
agent, to prepare and execute an ad- 
vertising plan covering all phases of 
their business. 


To Open Club House 


Albert Lebrun, president of France, 
will preside at the dedication of the 
Maison de la Publicite, new Paris 
club house of the Paris Chambre 
Syndicale de la Publicite, on May 21. 


Gressle Joins Little 


Charles Gressle, formerly of the ad- 
vertising department of Union Gas & 
Electric Company, Cincinnati, has 
joined the Monte Little Company, 
Huntington, W. Va., as copy and 
radio man. 


Gray Gets West Branch 


Advertising of the West Branch 
Novelty Company, Milton, Pa., manu- 
facturer of cedar chests, has been 
placed with Jerome B. Gray & Co., 
Philadelphia. 


Joins Trudelle 


Jack C. Thomas, formerly associ- 
ated with the media department of 
Maxon, Inc., Cleveland, has joined 
Truedelle Advertising Agency, Cleve- 
land, as account executive. 


No-Doz Names Agency; 
Plans National Drive 


The No-Doz Laboratories, Inc., 
maker of No-Doz Awakeuers, caffeine 
compound distributed in all types of 
retail outlets, has appointed Warner- 
Clifton Advertising, San Francisco, 
to direct a national advertising cam- 
paign. General magazines, specialty 
magazines, and posters will be used. 

According to Hugh Harrison, gen- 
eral manager of the company, the 
product is an effective instrument in 
the national campaign for safer driv- 
ing. This theme will be emphasized 
in the advertising of the product. 


Upson Company 
Advances Morgan 


R. George Morgan has been made 
supervisor of sales of The Upson 
Company, Lockport, N. Y., maker of 
Upson board. Mr. Morgan has been 
associated with The Upson Com- 
pany for the past 15 years, in the 
sales and advertising departments. 
Harry R. Shedd is director of the 
company’s sales. 


Names Moss-Chase 


The Weatherbest Corporation, 
North Tonawanda, N. Y., maker of 
stained shingles and shingle stain, 
has placed its advertising account 
with The Moss-Chase Company, Buf- 
falo. Newspapers and magazines are 
being used. J. J. Fuller and A. O. 
Harris are the account executives. 


COOPERATION IN 
HOTEL CAMPAIGN 
SEEN BY EXPERT 


Institutional Copy Revives, 
Affiliation Hears 


Pittsburgh, Pa. May 16.—Pre- 
dictions that hotels would shortly 
launch a cooperative advertising 
campaign to increase the total num- 
ber of guests, and that industry 
would rely more and more on insti- 
tutional advertising in the future 
featured Saturday morning’s meet- 
ing of the Advertising Affiliation 
here. 

The forecasters were Charles K. 
Swafford, vice-president in charge 
of sales, Hotel New Yorker, and 
A. L. Billingsley, president of Fuller 
& Smith & Ross, Cleveland agency. 

Mr. Swafford told of a sensational 
new use for type. 

“One of our problems has always 
been to convince regular guests that 
the sameness of our menus lay in 


advertisers. 


Boston 


New York 


months of last year. 


Hunting & Fishing. 


Hunting & Fishing. 


Chicago 


There Must Be A Reason 


For the first five months of the current year, 
lineage in National Sportsman and Hunting & 
Fishing increased 24.4% over the first five 


During the same period, lineage in the 94 other 
monthly magazines listed last week in Advertis- 
ing Age increased 8%,— less than one-third the 


gain registered by National Sportsman and 


Only 12 other magazines in the entire list of 
94 showed bigger percentages of gain for the 
five months than did National Sportsman and 


After all, good results do mean something to 


NATIONAL SPORTSMAN 
HUNTING & FISHING 


The cover-to-cover hobby magazines of 584,000 free-spending sportsmen. 


Atlanta 


SOME TRICK 


®tCOmMMinDs 
1900UI® senoois 


ty balances the meol and the budget— 


HOT-DATED 


Illustration from current newspaper 

advertising of Kroger “hot-dated" 

coffee. The coffee, says the copy, 

“balances the meal and the 
budget.” 


their own imaginations rather than 
in the food we served,” said he, “but 
even a display of our records 
usually failed to convince them. 
“Now the astute hotel manager is 
printing his menu in a different type 
face every day and this has done 
more to give variety to our meals 
than all of our previous efforts.” 
Mr. Swafford pointed out that 
hotels differ from almost all other 
businesses in that they are both 
manufacturers and retailers. Worse 
still, they are manufacturers with- 
out distribution, for their customers 
must come to them. Advertising is 
always confronted with the hard 
fact that there is a time lag between 
conviction and the actual sale. 


Depression Is Over 


The depression is definitely over, 
judging from his figures. In 1930, 
the average stay of visitors in New 
York was three days. In 1933 the 
average dropped to 2.1 days, but in 
1934 rose to 2.6 days. Best of all, 
wives began to accompany their hus- 
bands to New York in 1934, and the 
trend has been even more emphatic 
in 1935. 

Mr. Swafford advocated a new 
basis for pricing rooms. The pres- 
ent system, by which the price for 
10 and 30 hours is the same, is un- 
fair, he said. He confirmed the 
opinion that repeal has killed com- 
petition of “hot dog stands,” making 
people more leisurely and more crit- 
ical of what they eat, as well as 
what they drink. 

He said air conditioning is an- 
other great aid to hotel sales, both 
in rooms and restaurants, stimulat- 
ing appetites on hottest days. 

A study of appeals used in adv- 
vertising of New York hotels alone 
revealed 300 different types, he said. 
Hotel advertising has developed 
more rapidly than that in other fields, 
the industry spending $25,000,000 in 


1934, or from two to seven per cent 
of revenue. Newspapers got ten per 
cent of the total. 

Mr. Billingsley, the quiet, persua- 
sive agency chief, pointed to the 
present dilemma of banks, chain 
stores and utilities as proof of the 
fact that they have failed to prove 
that they are good citizens as well 
as good business men. 

“I realize that ‘institutional adver- 
tising’ is a term which is distasteful 
to many of our most successful ad- 
vertising men,” he said. 


Has Real Function 


“If the words connote pictures of 
the plant, signed statements by the 
president, glittering generalities 
about size and ideals, it would be 
distasteful to me too. But institu- 
tional advertising, as I conceive it, 
is planned and built expressly in 
recognition of the civic character of 
a corporation—seeks to interpret 
that character to the community— 
aims to mould sound and favorable 
opinion for the corporation in its 
public, as well as in its private com- 
mercial role. 

“Whether we are wholly product- 
minded or only partially so, the fact 
remains that we cannot discharge 
our full responsibility to business if 
we think of advertising as useful 
only for product selling. 

“If we are blind to the civic as- 
pects of the advertisers’ business 
our service is inadequate to cover 
his need for social understanding 
and approval. It is undeniable that 
product advertising alone, however 
effective it may be on sales, can- 
not answer all the needs of certain 
advertisers. 

“Industrial concerns doing a na- 
tional business in automotive prod- 
ucts, chemicals, metals and foods 
are just as much public utilities in 
some of their phases as the so-called 
utilities that provide gas, electricity, 
transportation service—just as 
much so as banks. 


Industry on Defensive 


“Present conditions eloquently 
portray the need of institutional ad- 
vertising to differentiate the well- 
managed, public-spirited corporation 
from others that are not so well 
managed, so public-spirited. 

“Whole industries today stand on 
the defensive before the public—not 
because all the members are guilty 
of malpractice, but because a few 
have been charged with definite der- 
elictions. Under such conditions, 
the individual business needs to 
define itself, apart from the mem- 
bers of its own class. It needs to 
portray its own individuality.” 


Kilbourn to N. Y. 
Office of Getchell 


Orrin P. Kilbourn, vice-president 
and Detroit manager of J. Stirling 
Getchell, Inc., has been appointed to 
an executive position in the agency’s 
New York headquarters. 

Frank Sharpe, who has been asso- 
ciated with the Getchell agency for 
the past seven years, and for the 
past three years has been in charge 
of all creative production for the 
agency, has been named as Mr. 
Kilbourn’s successor at Detroit. 


PHOTOGRAPH PRODUCED IN CHICAGO 

FOR THE JAMES A. GREENE AGENCY 

AND THE SOUTHERN SPRING BED 
COMPANY IN ATLANTA. GA. 


As naturally and effectively as this illus- 
tration was produced for clients a thou- 
sand miles from our studio, we can pro- 
duce illustrations for you. Tell us your 
story by mail—we’ll do the rest to your 
complete satisfaction. 


Estimates submitted. 


SHIGETA - WRIGHT, INC. 
154 E. ERIE ST. CHICAGO 
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ONE OF THREE 


Some folks just like 
to put it that way. 
@ They figure the 


money they save on New Long Mileage 
Sohio X-70 pays for extra smokes. 
Bring yr car pte Stordand | Sito) 


This is a typical advertisement in 

one of the three newspaper cam- 

paigns now being run by Standard 
Oil of Ohio. 


SOHIO BLANKETS 
OHIO WITH X-70 
SALES MESSAGES 


Radio, Posters, Newspapers 
Describe Improved Fuel 


Cleveland, O., May 17.—Introduc- 
ing the new triple-distilled Sohio 
X-70 gasoline, Standard Oil of Ohio 
has launched its biggest sales and 
advertising drive since 1931, when 
the original X-70 gasoline, “twice 
distilled,” made its debut. 

A total of 153 Ohio newspapers 
will blanket the state with more 
than 25,000,000 messages over a 60- 
day period. In addition, seven 
radio stations will broadcast the 
virtues of the new product, while 
827 posters will bid for roadside 
attention. 

The company’s advertising will 
describe the addition of a _ third 
tower to Sohio refinery units, pro- 
ducing a triple-distilled gasoline for 
longer mileage and greater power. 
Copy will stress economy of opera- 
tion and peppy performance. 

The newspaper campaign will be 
divided into three separate cam- 
paigns, all running at the same 
time. Campaign number one tells 
the story of the new scientific devel- 
opment in smashing, big-space ad- 
vertisements. 


Show Distilling Towers 


Three distilling towers are pic- 
tured, in an illustration occupying 
most of the space used. One bal- 
loon contains the words “Distilled 
Once,” another, “Distilled Twice— 
Old X-70,” and the third, “Distilled 
Three Times—New X-70.” Part of 
the text sums up the new product’s 
sales points, while another part of 
the text, headed “Technically 
speaking,” explains in detail the 
process used in manufacturing the 
new product. 

The second campaign will offer a 
popular series of cartoon strips, de- 
picting common motoring experi- 
ences, gas station scenes, and other 
subjects, all bringing out the point 
that triple-distilled X-70 gives 
longer mileage. These secondary 
messages will be “sandwiched in” 
between the heavy artillery. 

The third campaign will point the 
moral of savings in the use of the 
new xX-70 in dramatic fashion. 
“What! Free Cigarettes at Stand- 
ard Oil?” reads one piece of copy, 
with appropriate art. “No,” is the 
answer. “Some folks just like to 
put it that way. They figure the 
money they save on new long mile- 


age Sohio X-70 pays for extra 
smokes.” 
Other insertions will be built 


around “free neckties,” “free tooth- 
paste,” etc. These advertisements 
in the third series, with the “pocket- 
book” appeal, will be run between 
the larger advertisements in cam- 
paigns one and two. 

The radio effort, Sohio’s largest 


radio campaign, will be made 
through WHK, Cleveland; WBNS, 
Columbus; WCKY, Cincinnati; 
WSPD, Toledo; WADC, Akron; 
WPAY, Portsmouth; and WWVA, 
Wheeling. Baseball scores, game 
resumes, or play-by-play descrip- 


tions will be sponsored. Baseball 
schedule copies, window cards, and 
Sohio baseball caps for children, 
will provide stations with tie-ups to 
bring in more customers. 

The 827 posters will be displayed 
on boards in 131 Ohio cities and 


towns, while 140 of these posters, 
in heavy traffic centers, will be illu- 
minated for night display. Three 
separate messages on triple-distill- 
ing, longer mileage and reduced 
driving costs will be run, one each 
month, in May, June and July. 
Dealers will be provided with a 
large banner, bearing the same de- 
sign as the current poster. Pen- 
nant decorations will be furnished. 
A new A-board for stations, similar 
to the large roadside posters, will 
also be available to dealers. 
Coupling individual sales efforts 


by dealers with the company’s pow- 
erful advertising program, a series 


of six dealer conventions in the 
larger cities of Ohio was completed 
May 3. 

The 


company’s advertising 


is 


handled by McCann-Erickson Inc., 
Cleveland. 


Atlantic City Model 
Home Opens May 30 


“The Model Home of America,” 
now being constructed on the board- 
walk at Atlantic City, N. J., will be 
opened to the public May 30, as a 
permanent establishment for exhibi- 
tion of home construction, furnish- 
ing, and decoration. Several score 
companies have taken part in the 
project. 

Stanton Oppenheimer, president of 
Oppenheimer Advertising Agency, 
Philadelphia, is president of The 
Model Home of America. Each vis- 
itor to the home will be given a 
brochure describing products used in 
the home, and research work being 
conducted there. 


Pick Harvey-Massengale 


Harvey-Massengale Company, Inc., 
Atlanta, Ga., has been appointed to 
handle advertising of the Union 
Plant Company, Texarkana, Ark.; 
Bass Pecan Company, Lumberton, 
Miss.; Tucker Duck & Rubber Com- 
pany, Ft. Smith, Ark.; Dewoody Mfg. 
Company, Pine Bluff, Ark.; Artistic 
Beauty Institute, Atlanta; Joseph W. 
Vestal & Son, Little Rock, Ark.; and 
Tomellem Company, Calico Rock, 
Ark. 


Names Dayton Agency 


Advertising of the Ohmer Fare 
Register Company, Dayton, O., has 
been placed with Hugo Wagenseil 
and Associates, Dayton. Publications 
will be used, with advertising fea- 
turing the new Model 8000 Ohmer 
cash register. 


It looks like a deadlock between the stonehearted governor 
and the prisoner reading the book-length novel in Redbook. 
Neither one of them seems to be willing to overlook a sen- 
tence. We have our own ideas about a governor who would 
interrupt a man when he was reading a first-edition novel 
by Sir Philip Gibbs, or Dashiell Hammett, or maybe Vicki 
(“Grand Hotel”) Baum. The picture you see here is not 
without advertising significance, for the book-length novel 


“$ust one more hour, Governor; hes already, up to page 728” 


now added to Redbook makes every issue longer reading, 
too valuable to throw away. Your advertising is now on 
living-room tables almost permanently, and doubled in 
value too, because Redbook is read by both sides of the 
family. A penny tells your story to four women and their 
husbands. A page to 725,000 families is only $1,740. Your 


advertisement is worth more in Redbook. 


REDBOOK—the magazine plus a book-length novel 
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ADVERTISING AGE 


May 20, 1935 


THREE MEDIUMS 
RELATE STORIES 
TO AFFILIATION 


Publisher, Radio Expert and 
Film Advocate Talk 


Pittsburgh, Pa., May 16.— The 
sensational success of Esquire is due 
chiefly to the fact that it was 
launched by merchandising rather 
than publishing experts, in the opin- 
ion of David Smart, publisher of the 
magazine. 

Mr. Smart was one of three me- 
dium representatives on the program 
at the 32nd annual meeting of the 
Advertising Affiliation, the others 
being E. P. H. James, sales promo- 
tion manager, National Broadcasting 
Company, and A. J. Wilson, Audio 
Productions, Inc., New York. 

Mr. Smart said that one of the 
variations introduced: by his mer- 
chandising organization was to give 
the reader full value for his money, 
regardless of advertising lineage in 


any given issue. Physical volume 
of editorial content is maintained at 
a certain minimum, regardless of the 
advertising to be published. 

The editorial policy is somewhat 
broader than the average, Mr. Smart 
pointed out. With 50 stories or fea- 
tures in every issue, it is a mathe- 
matical certainty that six or eight 
of them will appeal to every reader. 


Has Done Much Advertising 


Esquire has made money, the pub- 
lisher admitted, but none of it has 
been paid out in the form of divi- 
dends. On the contrary, all has been 
re-ploughed into the magazine in the 
form of promotion of some kind. 
This policy began even before the 
first issue appeared, and the company 
spent $250,000 in advertising in its 
first year of existence. 

Newsstand display has always been 
difficult to get in the magazine field, 
simply because the number of maga- 
zines has been so large. Esquire 
paid special attention to this feature, 
putting a crew of ten men on the 
road to contact news dealers. This 
crew works in Southern resorts in 
the winter and shifts to Canadian 
and other pleasure spots in summer. 
As circulation showed the results of 
this missionary work among “re- 
tailers,” Esquire made it a point to 
telegraph unusually successful deal- 
ers, thanking them for their coopera- 


CARTOONS TELL WHITE OWL VINTAGE STORY 


Aan 


RASS WIT ME- PEEL 
Orr TER CoAT, VEST 
PANTS 


> 7 
You BIG, BRAVE Man! 
CAN) | HAVE THE MEDAL. 
INTO A CLIP? 
WHAT PREsENce 


Vintage chance 


VINTAGE WHITE OWLS 


gare lok for ibis Vintage Mare 
Anew thet pow Fe getting White Owls. ihe only 


Cnet Ae. Comers Cree Cm, tar 


Rube Goldberg has been enlisted in the White Owl vintage cam- 
paign by General Cigar Company. This six-column newspaper copy 
appeared in Indianapolis. 


tion. This has created a new morale 
among operators of newsstands and 


ROW. DAD'S TOOLS 


on the kid when he returned! 


4 inches. 


000 boys. 


*Open Road 
for Boys .... 275,000 
American Boy... 275,000 
mere Laie ...... 250,000 
800,000 X 3 


FUZZ TODAY— WHISKERS TOMOR- 


GREENLEAF HIS GREATEST THRILL 


“My ambition as a boy,” 
Greenleaf, President of Greenleaf Company— 
Advertising Agents, Boston, “was to be a he- 
man and earn a man’s pay.” So, one day when 
the family was away Kid Greenleaf gathered 
his Dad’s shaving tools and did a job on his 
downy face. It was a thrill at the impression- 
able age never to be forgotten. That strop was 
still useful and what a job Dad did lower down 


It was but a few short years from that 
never-to-be-forgotten age to a he-man of 6 feet 


729 Boylston St., Boston ° 


GAVE KID 


reports A. E. 


It is easy to make an impression on the boy but the right approach must be used. There is no 
better way than through his favorite magazine. 


We have many facts—We’ll help you prepare advertising or adver- 
tising literature from the boy angle through our Editorial slant on boys 
and boy habits. 


THE OPEN ROAD FOR BOYS MAGAZINE 


Chanin Bldg., New York ° 


NELSON J. PEABODY, Advertising Director 


THE BOY IS STILL THE FATHER OF THE MAN! 


There are favored boys in this country—the cream 
of the market—eight hundred thousand copies of their favorite magazines are read by about 2,400,- 
The Open Road for Boys contributes 825,000 readers each month, 


BOYS DO EAT MORE. Ask The Fortunate Man Who Has One! 


At thirteen, the average boy eats slightly more pounds of food per year than the average active 
man. At fifteen, and until he has reached his growth, he eats 30% more pounds of food per year 
than the average active man and 11% more than the very active man, 
which latter group includes men working in heavy industry. 
body-building foods—cereals, for instance, milk products, ete.—the per- 
centage is much higher. 


A CENSOR FOR THE FUTURE BELIEF IN ADVERTISING 


THE OPEN ROAD FOR BOYS is a clean magazine of healthful 
activity appealing to boys in their formative years. Ours is a great re- 
sponsibility to advertising. We cannot take a chance on the smallest classi- 
fied advertisement without full investigation. If a boy is misled on a 10c 
item it may make him distrustful of advertising all the rest of his life. 
Our great responsibility is to youth—to future man and advertising. 


In special 


307 Michigan Ave., Chicago 


they are becoming increasingly con- 
scious of Esquire month by month. 
As many as 2,000 telegrams of con- 
gratulation have been dispatched 
monthly. 

Mr. Smart revealed that Esquire 
has enjoyed such a cordial reception 
in Canada that he is planning to pub- 
lish a separate Canadian edition in 
the near future. 


Suggests New Technique 


The editor is the logical man to 
handle circulation problems, in the 
opinion of the publisher, who argued 
that the circulation department 
merely sells the editor’s output. This 
method is followed by Esquire, the 
editor thus constantly having his 
finger on the public pulse as revealed 
by letters of complaint or commenda- 
tion. 

The publisher provided another 
index to his reasoning process by 
saying he believes department stores 
are going at the merchandising prob- 
lem backward when they buy goods 
and write advertising to fit it. If 
he were at the helm, he would write 
the most glamorous advertising pos- 
sible to produce and then buy mer- 
chandise that would live up to it, he 
asserted. 

The National Broadcasting Com- 
pany’s expert pointed out that 20.- 
000,000 home radio sets and 2,000,- 
000 automobile receivers make radio 
more than ever before a mass me- 
dium. In spite of this, programs can 
be constructed to attract any desired 
class. 

He said some of the operatic pro- 
grams sponsored by advertisers had 
proved, however, that love of good 
music is almost universal, and by 
no means confined to the wealthy and 
cultured. 

Radio, he asserted, has taught ad- 
vertisers to be persistent, 13 being 
the usual cycle of programs con- 
tracted for, in contrast with other 
mediums, where results are expected 
from six or even a single advertise- 
ment. 

He presented figures to prove that 
radio has grown because it has pro- 
duced results. The expenditure per 
advertiser has increased largely in 
recent years, while mortality has 
been low. In 1934, for instance, 29.3 
per cent of all advertisers on the air 
in 1927 were still using radio. The 
comparison of 1934 with 1933 pro- 
duced the figure of 62.8 per cent. In 
1934, 88 per cent of NBC’s income 
came from advertisers who had used 
radio in previous years. 


Take Guess Out of Radio 


Current surveys designed to de- 
termine the exact “circulation” of 
radio, Mr. James averred, have re- 
moved all of the “blue sky” from this 
medium. “The advertising business 
is now getting to a definite destina- 
tion by a known route,” he said. 

Mr. Wilson, the moving picture ad- 
vocate, presented several films, in- 
cluding the Ford world’s fair picture, 
“Rhapsody in Steel,” to prove his 
points. 


He made what he admitted was a 


broad assertion, “that the sound mo- 
tion picture, artistically conceived, 
professionally produced and scien- 
tifically distributed, will do more to 
revolutionize advertising and selling 
technique within the next decade 
than any medium since advertising 
and selling became a major activity 
in our commercial structure.” 

He based this on the theory that 
sound films combine advantages of 
radio and publication advertising. 


Hotels to Ask Federal 


Support for Advertising 


Attempts will soon be made by 
hotel men of Eastern and Great 
Lakes resorts to induce federal and 
state governments to sponsor and 
finance a tourist advertising cam- 
paign. The decision to ask this sup- 
port was reached at an all-day con- 
ference of operators from Maine to 
Florida during the 17th annual con- 
vention of the New Jersey State 
Hotel Association last week at At- 
lantic City. 

Earlier discussion of a coopera- 
tive campaign by the hotels them- 
selves was dropped. Figures were 
presented to show that no leading 
American hotel paid a dividend last 
year. Urging government action, 
speakers declared that Canada 
spends $1,250,000 a year for adver- 
tising in the United States. Cam- 
paigns boosting attractions of Euro- 
pean countries were also cited. 

Gov. Harold G. Hoffman of New 
Jersey announced that as soon as 
the state legislature adjourns, a 
New Jersey Council will be created 
to develop the state’s natural re- 
sources and to attract visitors. Ho- 
tels and other business interests 
will be represented on the council. 


Texans Promote Fete 


The Texas Press’ Association’s 
Centennial special train left Hous- 
ton May 19 on a tour of Southern 
states en route to Washington, D. C. 
One hundred and forty Texans 
aboard the train, advertising the 
Texas Centennial in 1936, will ex- 
tend a personal invitation to Presi- 
dent Roosevelt to attend the cele- 
bration. 
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608,338,520 Ibs. of flour; 101,373,920 Ibs. of 
coffee; 6.957.720 cans of baking powder—truly 
a tremendous market. 
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A Vital New Feature ifr 1 
Biggest Buying 


Concentrated in the 20% of Warr 
of America’s#ar 


FFECTIVE with September 28th issue advertisers may buy jj TI 


either monotone rotogravure or four-color rotogravure in )jj/owne 
the Midwest Farm Paper Unit. — ‘owne 


’ 


What an important announcement this is! Back of it lies} T 
an amazing opportunity for every advertiser who is looking for! |jket w 
the easiest way to bigger sales. Bigger sales for every item families) }what 
buy — from tooth paste to oatmeal to shoes! W s 


For now the Midwest Farm Paper Unit gives you more than} |pecti: 
one million color rotogravure farm family subscribers whose cash? |{Unit. 
income per family is nearly doubled! It is concentrated in the) fowni 
eight farm states, where 20% of America’s farm population own) |jbuy ‘ 
37% of the nation’s farm wealth. Here are the eight states which? jjwhat 
own 49% of American hogs; which produce 57Z of all the manu |jnews 
factured dairy products in America; which produce a double jjprint 
share of the crops in corn, wheat, cattle and other farm products jjamaz 


MIDWEST FARM Pi 


PRAIRIE FARMER WALLACE’S FARMER & IOWA S3HES1 
WISCONSIN AGRICULTURIST AND FARMER | _ NE 


20,000 cars driven by heal 
Corn Husking Contest (4% ty 
contest sponsored by local ine. 
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DTC SECTIO 


i 1,135,260 of America’s 
uying Families 


f m Population Owning 37% 
starm Wealth 


uy They are also the states which buy and own 30% of the farm- 
in owned passenger cars; 28% of farm owned trucks; 42% of farm 
jowned tractors. 
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lies} This year as never before Mr. and Mrs. Farmer are in the mat- 
for! ||ket with money to spend. Spendable farm income is nearly twice 
lies) |}what it was two years ago. It’s going to be spent—with somebody. 


i _ See to it that it is spent with you! This “Pictorial Rotogravure 
1a) section” is exclusive in the field with the Midwest Farm Paper 
ash) }Unit. It will cover 85% of the car-owning, truck-owning, tractor- 
the) owning farmers in these states. What an unequalled chance to 
wh |buy “preferred position” in advertising to these farmers — and 
ich? what a bargain! For in spite of the most expert edition — real 
nw jnews pictures — a new lively format — and finest rotogravure 
ble |iprinting available, this “preferred position” commands an 
cts azingly small premium over black and white. 
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1,106,913 automobiles, 221,323 trucks and 344,500 
tractors are owned by Midwest Farm Paper Unit sub- XUM 
“ ae a, : : be scribers. Manufacturers may easily visualize the 
‘ eee. Z ; *% tremendous concentrated market for gasoline, tires 
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Shortcake... 


and all its hot bread cousins... 
give thanks to Calumet! 


Let ‘em get a whiff of Individual Strawberry Shortcakes 
1% cups sifted Swans Down Cake Flour 


this flaky, fragrant, 114 teaspoons Calumet Baking Powder 
buttery treat as it ‘2 teaspoon salt PF 

4tablespoons butter or other shortening 
comes from the oven! 6 tablespoons milk 


1 quart strawberries, crushedand sw 


_— Watch ‘em going slow Sift four once, m 


on the main course to 
save room tor it! 


s that omy: 
Ith this group reache : tn other — : 
wealt portunity: circulation 1" 


pow er. 


, of farm families = oaly rural selling 


have time to ¢ 


Sp alt 
at it will turn out beau- 
: Double-Acting Calumet. You'll find recipes for 
inds of hot breads in the booklet offered at the right, ‘“The Calumet 
Book of Oven Triumphs.” It’s free—send for it today ! bt 


This advertisement reproduced by per from G 1 Foods 
Corporation. We acknowledge this courtesy which enables us to show 
you the splendid results available through colorgravure printing. 


WRITE FOR RATES, GUARANTEE AND 
VITAL MARKET FACTS TO 


_| Midwest Farm Paper Unit |. 


6 North Michigan Avenue, Chicago 


4 

New York 

A 250 Park Ave. - 420 Lexington Ave. 
b - Detroit San Francisco 
; 1548 Russ Bidg. 
| . 


3-258 General Motors Bdg. 


THE DOUBLE-ACTING BAKING POWD 


A product of General Foods 
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BUSSE, BORDEN 
SALES FORMULA 
STARTS DEBATE 


Affiliation in Big Meeting: 
Elects Heywang 


Pittsburgh, Pa., May 14.—Practi- 
cal and academic opinion as _ to 
whether or not it is possible to de- 
velop a formula for salesmanship 
clashed sharply at the 32nd annual 
convention of the Advertising Af- 
filiation at the William Penn Hotel 
May 10 and 11. 

Professors Borden and Busse, of 
New York University, gave their 
famous skit, “Making a Sales Pre- 
sentation Stay Presented,” which 
portrayed the suc- 
cessful salesman 
as dominating the 
interview from 
start to finish. 

Ralph Leaven- 
worth, general 
advertising man- 
ager of Westing- 
house Electric & 
Mfg. Company, 
Pittsburgh, chal- 
lenged this the 
ory in the ensu- 
Wiltiam C. ing _ discussion. 
Arther, Ensign Mr. Leavenworth 
Advertising argued that the 


oe ot — salesman who ac- 
’ ° 
general chair. tually gets orders 


man of the Affili- ‘8 the one who 


ation convention. t@kes his cue 

from the _ pros- 
pect’s questions or objections, instead 
of putting the buyer on the defens- 
ive immediately. 

Other commentators, while ap- 
parently coinciding in this judg- 
ment, labeled the Borden and Busse 
presentation as “highly stimulating.” 


500 Attend 


The Affiliation convention, one of 
the most successful in the long his- 
tory of the Canadian-American or- 
ganization, attracted a registration 
of almost 500 from the four Cana- 
dian and four American clubs com- 
prising the membership. It was a 
big-league meeting in quality as well 
as quantity, the list of speakers in- 
cluding such stars as Chester H. 
Lang, manager, publicity depart- 
ment, General Electric Company, 
Schenectady; W. C. White, advertis- 
ing manager, Aluminum Company 
of America, Pittsburgh; Charles K. 
Swafford, vice-president in charge 


of sales, Hotel New Yorker; and 
others of high calibre. 
Robert F. Heywang, American 


Type Founders Company, Buffalo, 
was elected president of the Affilia- 
tion, succeeding Walter Kiehn, of 
J. J. Gibbons, Ltd., Toronto agency. 
Other new officers were elected as 
follows: First vice-president, Harold 
Donahue, Lawson & Jones, London, 
Ont.; second vice-president, Harry 
Whitney, Larkin Company, Buffalo; 
secretary-treasurer, Don A. Thomas, 
Larkin Company, Buffalo; assistant 
secretary-treasurer, Floyd Crawford. 

The following presidents of local 
clubs were elected to the board of 
directors: A. L. Billingsley, Cleve- 
land; Don Allshouse, Erie; L. O. 
Breithaupt, Kitchener-Waterloo; P. 
K. Haywood, Toronto; I. C. Eames, 
Hamilton. 

London, Ont., was selected as the 
scene of the 1936 convention, while 
the Affiliation established a prece- 
dent by accepting Erie’s invitation 
to hold the 1937 convention in that 
city. 

Prof. Richard C. Borden explained 
that the eight principles developed 
by him and his colleague, Alvin C. 
Busse, were based on observation of 
thousands of sales interviews. These 
eight principles, he asserted, could 
be expressed in four of the catch- 
phrases of the day: “1, Ho, hum; 2, 
Why bring that up? 3, For instance; 
4, So what?” 

He urged salesmen to organize 
their presentations in the same way 
that public speakers do. 

“Do their audiences watch the 


PORTRAIT DEAL 
FREE 22: 


YOUR PORTRAIT 
PHOTO DeLiae 


* PAYTON srenio 


The mats of Quater Quick Min Macaront offer you 10 
me end vena ©! 6 Nee Pera Prete saben oy 
be rene 


SATISFACTION GUARANTEED! 
row Ponret Powe wl te ine nnd of ewe, 
Net Nae UE Oe tata ng rte of the ete 


deveiopet and retouched and Ne ndemmcly Arahed Yiu wre 
Gaarentond «potas pom wl be proud of —ene thet we 
fear 6 vemwed gM 


BUST OO THIS 1 Ou ms ine “tirecrone” pat fram 


ACT ROW! te cerermenent oil net oper 
An, oo be care wo ee ont he epee belew and med 
~— 


= 


oni 


ar 


Indianapolis macaroni eaters may 
now have their portraits taken 
free, provided they get a cer- 
tificate from Quaker Oats Com- 
pany by sending in the direction 
panels from five packages of the 
company's macaroni. 


approach of the advertised speaker 
in rapt attention?” asked Borden. 
“No. On the contrary, they see 
events shaping themselves with the 
unpleasant suspicion that they have 
let themselves in for a bad evening 
and that an already dull situation 
is about to take a sudden turn for 
the worse. Ho, hum! 

“Therefore, the first job of the 
public speaker or the salesman is 
to crash through the budding fears 
of the audience or prospect and 
kindle interest with his opening 
words.” 

Prof. Busse stepped into the pic- 
ture here to aid in_ illustrating 
Borden’s point. He assumed the 
role of a map salesman calling on 
a sales manager who had clipped 
the little coupon in a moment of 
weakness. He spent several diffi- 
cult moments in explaining his mis- 
sion and setting the stage for some 
selling, while Borden, as the pros- 
pect, reviewed the reasons why he 
shouldn’t buy the service. ‘Ho, 
hum.” 


How It Should Be 


Then the scene was _ re-played. 
Instead of utilizing the conven- 
tional approach, Busse bombed the 
interview open with this grenade: 

“This little dot on the map, 
Moundsville, N. Y., received its mu- 
nicipal charter only yesterday 
morning. Yet, our weekly revision 
service has again proved that it is 
indispensable to sales managers by 
giving them and their salesmen 
first news of creation of a new 
market for your equipment.” 

This approach, according to Bor- 
den, clicked, banishing the “ho, 
hum” before it had been able to de- 
velop into definite ennui. 

“Build a bridge from your prod- 
uct to the isolated island on which 
your prospect dwells with his own 
interests,” he admonished. “Unless 
you do, your prospect will certainly 
think and probably ask, ‘Why bring 
that up?’” 

He then assumed the role of 
householder, with Busse becoming 
an oil burner salesman. 

“IT represent the Useless Oil 
Burner Company,” Busse explained. 

“Oil burner?” asked Borden. 

“You know,’ continued Busse, 
“our oil burner won the bronze 
medal for being almost the best in 
its class at the Century of Prog- 
ress.” 

“Bronze medal?” 
dazed prospect. 

“And,” continued the indomitable 
salesman, “we have been at it for 
75 years, proving that we have al- 
ways kept faith with the customer.” 

“Seventy-five years,” repeated 
the exhausted prospect, then add- 
ing the fatal words: “Why bring 
that up?” 

This interview concluded, Borden 
passed on to his next point: Always 
give them a “for instance—.” 

“Don’t go away and leave your 
voice talking,” he said. “Don’t say, 
‘In other words—.’ The prospect 
doesn’t want other words. 

“Marshall your sales arguments 


Done 


queried the 


in an orderly procession. Every- 
body likes a parade—but it must be 
a parade. 

“No war was ever won by having 


fragments of regiments stroll into 
action at their leisure. It was won 
by the commander who hurled 


highly organized units into battle in 
an irresistible succession of thun- 
derbolts. 

“One of the defects of the sales- 
man has been his inability to get 
the first dot on the dotted line. 
Even if he is able to give a con- 
vincing story as to why his product 
fits the prospect’s needs, the fight 
is only half won. Accepting the 
salesman’s representations, the buy- 
er passes naturally into a demand 
for further action: ‘So what?’ 


Must Have Answer 


“The salesman must have the an- 
swer to this question, spoken or 
only thought, just as he has had the 
key to the other protective tools 
which clutter up the human mind. 
He must show unmistakably the 
need for sharp preliminary action— 
get the first dot on the dotted line.” 

Followed the portrayal of the star 
salesman at work, knowing just 
what he is going to say and how he 
is going to say it, building his sales 
bridge until the last cable has been 
thrown across and the last steel 
frame swung into place. 

The salesman has presented his 


string of arguments to the vice- 
president of a big corporation. The 
first “ho, hum” has been swept out 
of the latter’s mind by a dramatic 


opening, while “why bring that 
up?” has been anticipated by a 
skillful sales presentation that 


passes smoothly but forcefully from 
one highlight to another. He has 
provided a full quota of “for in- 
stances,” and has reached the point 
where the prospect may logically 
demand: “So what?” 

The salesman asks for prelimi- 
nary action in this summary: 

“I have shown you that our 
equipment has saved large sums of 
money for companies within and 
without your field. For instance, 
we saved $46,571 the first year for 
the H. H. Heinz Company; $61,985 
for the Cosmopolitan Life Insurance 
Company and $73,512 for Bell Soup 
Company. 


End of the Trail 


“In order to determine just what 
savings can be made in your 
plant, we need authority to make a 
preliminary survey. Therefore, I 
request an opportunity to present 
these facts to a meeting of the men 
charged with maintenance and oper- 
ation of your plant.” 

A month later, the salesman ap- 
pears before such a group and is 


granted permission to make a sur- 


vey on the understanding that the 
company is not obligated and a re- 
port will be submitted at a second 
meeting, May 3. 

The day arrives and the salesman 
reports: 

“We now know definitely that in- 
stallation of our equipment will 
save this company $81,912 per year, 
paying for itself in five years. In 
order to substantiate this estimate, 
I propose that a test installation be 
made in Unit B of your plant at a 
cost of $72,898. We can begin this 
installation May 10 and complete it 
July 1, so that you will be able to 
confirm our savings estimate by 
August 1.” 

This clean-cut proposition, invit- 
ing action, was the final link in the 
sales chain that got the signature 
on the dotted line. 


Reps for Comics 


The color comic section of the 
Saturday Intelligencer and Sunday 
News, Wheeling, W. Va., will be rep- 
resented, effective immediately, by 
the Comic Section Advertising Cor- 
poration, New York. 


Bank Sponsors Program 

The Greenwich Savings Bank, New 
York, has initiated a 52-week radio 
program, featuring Uncle Don, 
through Metropolitan Advertising 


Company, New York. 


DOWN HERE IN 


SOUTH CAROLINA’S RICHEST MARKET 


textile factories from 


The record of the Carolinas during 
the past thirty years may be con- 
servatively taken as an indication of 
what is going to happen during the 
next ten, twenty or thirty years. Here 
are some of the high spots in this 
thirty year record. 


The number of industrial wage earn- 
ers increased from 118,705 to more 
than 350,000; Annual wages from 
$23,324,330 to $235,000,000; Cotton 


furniture plants from 69 to 146. 


The value of manufactured products 


1,000 watts full time (5,000 watts authorized daytime). 
operated by The Greenville News and Piedmont, South Carolina’s leading newspapers. 


7 
pl 


7. 


sponsible 


257 to 695 and 
manufacturer 


will reap benefits far beyond expec- 
tation. 


y “Greenvilles Own Radio Station” 


‘Bees are 
“= \e, happening 


PIEDMONT 
SECTION 


CAROLINAS 


increased from $153,668,394 to more 
than $1,500,000,000; Bank clearings 
from less than $100,000,000 to more 
than $1,550,000,000. 


686,922 of the people who are re- 
for 
growth reside within fifty miles of 
WFBC’s transmitter. 
own radio sets and are loyal listeners 
to WFBC’s consistently good pro- 
grams. This is a wonderful market 
—the possibilities are rich and the 


1,300 Kilocycles—Owned and 


in the 


of the 


such a territorial 


72% of them 


who cultivates them 


SERVING SOUTH CAROLINA'S RICHEST MARKET 
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May 20, 1935 


San Francisco 


Club Installs 
Deal As Head 


San Francisco, Cal., May 16.— 
Harold R. Deal, advertising and 
sales promotion manager of Asso- 
ciated Oil Company, was installed 
as president of the San Francisco 
Advertising Club yesterday. 

Other newly elected officers are: 
Vice-president, Nathan Danziger, 
advertising manager, Golden State 
Company, Ltd.; secretary, Clara 
Stevenson, George H. Herman Com- 
pany; treasurer, Lou B. Townsend, 
Bank of America. 

New directors include Keene Fitz- 
patrick, publishers’ representative; 
Walter J. Held, advertising execu- 
tive, Standard Oil Company of Cali- 
fornia; Stanley Heyman, advertis- 
ing manager, Moore’s; L. Cy Whit- 
aker, MacGregor and Sollie, Inc.; 
Howard Willoughby, director of 
sales, Foster and Kleiser Company. 

Election of officers took place at a 
“victory” luncheon following selec- 
tion of the Yerba Buena shoals site 
for the San Francisco Exposition 
in 1938. The club was one of the 
first San Francisco organizations to 
sponsor this site. 


PLAN BIG FAIR 


Harold Deal, new president of the 
San Francisco Advertising Club, 
and R. F. Allen, director of the 
city's 1938 exposition, look over 
plans for the big show. 


H. B. Lee Resigns 


Hugh B. Lee has resigned from 
the national advertising department 
of the Des Moines Register and Tri- 
bune. He has not announced his 
plans for the future. 


Approves Amendment to 
Daily Newspaper Code 


The National Industrial Recovery 
Board has conditionally approved an 
amendment to the code for the daily 
newspaper publishing business, de- 
leting the provision that the presi- 
dent of the American Newspaper 
Publishers’ Association is to be a 
member and chairman of the code 
authority. 

The amendment will become ef- 
fective May 26 unless cause to the 
contrary is shown. The modification 
was suggested originally by the as- 
sociation, so that the status of code 
authority membership and the chair- 
manship should not be affected by 
changes in the association presi- 
dency. Publisher members of the 
code, and the code authority, have 
already approved the amendment, 
which does not affect the incumbency 
of the present chairman. 


Leaves “Camping World” 

Lee Robinson, for 22 years associ- 
ated with the Bill Bros. Publishing 
Corporation, and more recently busi- 
ness manager of Camping World, 
New York, has severed his connec- 
tion with Camping World to open of- 
fices at 152 W. 42nd St., New York, 
as sales representative for the Stand- 
ard Transformer Corporation, Chi- 


cago, and Ken-Rad Corporation, 
Owensboro, Ky., maker of radio 
tubes. 


BIG 
DOCTORS Wy 


saa 
FAMILIES 


= You Neglecting 


MILLION OF THE BIGGEST 
RUG STORE CUSTOMERS? 


. - You Are. . Unless You Are in the ONE Magazine Written 
For the 40% of America’s Women Who Live in Rural Areas! 


D2 you want to sell more 
through drug outlets this 
year? Then let The Farmer’s 
Wife tell your story to farm 
women! 

The average farm family’s in- 
come, in spendable cash, has 
nearly doubled in two years. 
More money for luxuries—like 
cosmetics, for instance! It’s go- 
ing to be spent with somebody. 
Farm women are just as anxious 


to be attractive as city women. 
They use just as many beauty 
items. More, probably; for there 
are few beauty parlors on farms. 


More money for every type of drug 
product, too! Good season or bad, every 
farm woman has to make more family 
drug purchases than the city woman. 
Aockients and sickness strike oftener. 
Families are bigger. And doctors are 
fewer and farther away. 

There is actually but one women’s 
publication written for and concentrated 
in the farm field! A score of women’s 


FASTEST-GROWING 
SPENDABLE 
INCOME PER READER 


Farm product prices are up 
as everyone knows. An 
farm “fixed charges” are 
down. Reliable estimates 
Say interest and taxes are 
down 350 million dollars! 


Farm women have been 
waiting 5 years for a chance 
to spend money on them- 
selves. Now they have the 
money, don’t think they’re 
not going to spend it! See 
to it that they spend it for 
your brand! 


e FARMER'S WIFE 
* CIRCULATION > 


Wife’s 


circulation 


WEBB PUBLISHING COMPANY 


307 N. Michigan Ave. 55 E. 10th st. 
sa 1S" Montga ost 
New York, N. Y. San Franeisce. Calif. 


no coincidence 
that The Farmer's 
circulation 
parallels the 1289 
rich farm counties. 
Our unique plan of 


acts to weed out 


low buying power 
at the very start. 


FARMERS WIFE 


“The Woman's py A tnd Fastest Growing 


magazines fight tor town coverage, send- 
ing, with rare exceptions, only a fringe 
of circulation to the farm. Such of their 
circulation as reaches farms isn’t ever 
written for farm women. Only The 
Farmer’s Wife deals specifically with the 
health, beauty and fashion problems of 
the farmer’s wife and daughter. Only 
The Farmer’s Wife sends nearly 90% 
to the real farm homes. 


Call in the nearest Farmer’s Wife 
representative today for details of the 
sales increases you can find in this rich 
farm field. He has facts you need for 
your sales program. 


1289 RICHEST 
FARM COUNTIES 


control 


APRIL LINEAGE 
OF FARM PRESS 
GAINS OVER ‘34 


Chicago, May 16.—Advertising line- 
age in those farm papers measured 
by Advertising Record Company in- 
creased about 3.3 per cent in April, 
compared with the same month of 
1934, ADVERTISING AGE’s' monthly 
analysis reveals. 

The 67 separate editions measured 
carried a total of 796,788 lines of ad- 
vertising, exclusive of baby chicks, 
livestock and classified, last month, 
compared with 771,181 lines in April 
of 1934, for a gain of 25,607 lines, or 
about 3.3 per cent. 

Detailed figures for each publica- 
tion, as supplied by Advertising Rec- 
ord Company, and not including baby 
chick, livestock or classified lineage, 
are given in the following tabulation: 


Monthlies 1935 1934 
Country Gentleman .. 34,015 33,594 
Progressive Farmer and 

Southern Ruralist: 

Carolinas-Virginia 


METER kv cece vces 22,982 21,618 
Georgia-Alabama 
Pere 20,779 19,632 
Mississippi Valley 
TRBTEIOR. cc cvccscess 20,010 18,823 
Kentucky-Tennessee 
BEN, xe ceatenees 19,720 18,919 
Texas Edition ...... 16,770 17,811 
AT) TRGTIONG. 2c cr cce 15,448 15,421 
Average 5 Editions. 20,052 19,360 
Capper’s Farmer ..... 2,264 20,312 
Successful Farming... 18,028 19,075 
California Citrograph. 14,089 8,785 
Country Home ........- 3,856 12,697 
Southern Agriculturist 13,190 14,621 
Southern Planter ..... 9,265 9,295 
Western Farm Life.... 6,949 7,878 
Perm JOUTHAl ...c500- ,029 7,296 
Wyoming Stockman- 
ere er TT 3,909 5,001 
Breeders Gazette ..... 3,748 3,472 
Bureau Farmer ...... 2,020 2,017 
Semi-Monthlies 
VParm & Ranch ......- 14,740 19,501 
Arizona Producer ..... 13,685 11,249 
Montana Farmer ..... 13,593 11,694 
Hoard’s Dairyman ... 12,629 13,875 
The Farmer-Stockman.. 11,934 18,797 
Ween FRPMOP occcccccs 10,197 8,505 
Missouri Farmer ..... 4,804 5,426 
Arkansas Farmer .... 3,337 4,500 
Bi-Weeklies 
California Cultivator... 21,726 16,888 
The Farmer: 
Local Edition ...... 18,754 6,848 
Minnesota Edition... 15,945 13,888 
Dakota Edition ..... 12,384 11,168 
Wallaces’ Farmer and 
Iowa Homestead . 17,156 20,937 
Washington Farmer .. 16,078 14,972 
Zone advertising ... 2,177 


American Agriculturist 15,562 14,244 
Local zone advertis- 


EE anise bbe buia knee 3,853 4,154 

Idaho Farmer .......- 14,919 12,565 

Zone advertising 1,372 oes 
Oregon Farmer ....... 14,915 13,114 

Zone advertising ... 308 ‘ans 
Prairie Farmer: 

Illinois Edition ..... 14,721 13,612 

Indiana Edition 12,624 8,572 
Pennsylvania Farmer.. 14,246 13,530 
Nebraska Farmer 13,317 16,803 

Zone advertising ... 8,700 5,998 

Average 6 editions.. 14,767 17,803 
New England Home- 

Pere 12,875 13,421 
Wisconsin Agricultur- 

ist and Parmer..... 12,349 11,723 
oo 11,601 9,359 
Michigan Farmer - 11,567 8,541 
Dakota Farmer ...... 8,713 9,578 
Missouri Ruralist 8,419 12,027 

Zone advertising ... 2,934 ey: 
Kansas Farmer (Mail 

ONG BPGONS) «00.0006 8,325 12,085 

Zone advertising .. 3,601 


Indiana Farmers Guide 7,877 7,026 


Weeklies 


Pacific Rural Press... 30,233 
Rural New Yorker.... 16,408 
Weekly Kansas City Star: 


25,911 
15,057 


Missouri Edition ... 16,088 18,311 
Arkansas-Oklahoma 
pe Bee eee 15,837 16,983 
Kansas Edition ..... 15,811 16,505 
Capper’s Weekly ..... yy 8,174 
Semi-Weekly Farm News: 
Friday Edition ..... 7,511 2,972 
*Tuesday Edition 5,491 5,022 
*Dairymen’s League 
ME Sb ceeakeceenena’s 4,223 4,216 
*Published five issues in 1935, 
against four in 1934. All other 
weeklies published four issues in 


both years. 


Joins Herald Tribune 


Wallis E. Howe, Jr., formerly in 
charge of book advertising for the 
Atlantic Monthly, has joined the book 
advertising department of the New 
York Herald Tribune. Harry Apeler, 
for some time the Herald Tribune’s 
assistant national advertising man- 
ager, will devote less attention to 
books and more to other national ac- 
counts. Howard W. Cook will con- 
tinue in the book department. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 752. Cosmetic Advertising Over 
the Columbia Network. 

The CBS research department 
traces the growth of CBS cosmetic 
advertising from $200,000 in 1930 to 
well over $1,500,000 at the end of 
1934. Program by program the book- 
let presents clients’ reactions, costs 
of programs, and actual results from 
special offers. 


No. 753. Brand Preference Survey. 


The Kansas City Kansan offers a 
five-year tabulation of brand prefer- 
ence surveys, made yearly among 
1,000 housewives. Food products, 
electrical appliances and drug store 
items were covered. The only ques- 
tion asked was, “What brand do you 
use most?” 


No. 754. Master Farmers of Canada. 


This booklet marks the fifth con- 
secutive year that the Nor West 
Farmer, Winnipeg, has awarded 
medals to farmers in Western Can- 
ada. Pictures and biographies of 
master farmers are given in the 1935 
booklet, which is dedicated to His 
Majesty King George V. 


No. 755. Advertise! 


A booklet on the purposes of ad- 
vertising, written in inspirational, 
dynamic style by James Mangan, and 
published by Collins, Miller & 
Hutchings, Inc., engraver. 


No. 729. Editorial Analysis of Nine 
Women’s Magazines for 1934. 


Needlecraft, the home arts maga- 
zine, classifies the editorial content 
of women’s magazines, as it has done 
for several years. A table shows the 
percentage of fiction, special arti- 
cles, needlework, fashion and other 
editorial material carried by pub 
lications in the field. 


No. 698. A Study of the Relative 
Effectiveness of Major Advertising 
Media. 


This NBC booklet reports findings 
of a study for NBC among 2,518 drug- 
gists, grocers, and gasoline dealers 
on their preferences among types of 
advertising mediums for comparing 
advertising of the products they han- 
dle. Conducted by the Psychological 
Corporation. 


No. 736. When Sissy Was a Battle 


Cry. 
The novel, “Little Lord Fauntle- 
roy,” appearing first in a magazine 


led to widespread purchases of lace 
collars and velvet suits for boys a 
generation ago, recalls this Cosmo- 
politan booklet, another installment 
of that magazine’s sales story of the 
relation of effective advertising to 
the emotional power of great fiction. 


No. 747. Newspaper Reading Habits 
of New Car Purchasers in Iowa, 
1934. 

Each new car purchaser in Iowa 
during 1934 was asked to state the 
names of daily and Sunday newspa- 
pers read regularly, and the name 
and address of the dealer from whom 
the car was purchased. The Des 
Moines Register and Tribune pre- 
sents the survey results. 


No. 681. Two, Years—Three Maga- 
zines in One. 
McCall’s “Three Magazines in One” 


makeup was introduced two years 
ago. This portfolio describes adver- 
tisers’ and readers’ reaction to the 
innovation, furnishes statistics on ad- 
vertising lineage, newsstand sales, 
requests for editorial service ma- 
terial, etc., and reveals results of 
surveys of reader interest in edi- 
torial features. 


No. 723. Extra Spending Money. 

The Oklahoma Farmer - Stockman 
explains how the oil industry pro- 
vides $115,000,000 additional revenue 
annually for Oklahoma and North 
Texas farmers. 
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APRIL RECORDS 
BROKEN BY NBC, 
CBS NETWORKS 


Time Sales for Last Month 
Totaled $4,289,356 


New York, May 17.—More network 
advertising records went by the 
boards last month, when time sales 
by the National Broadcasting Com- 
pany and Columbia Broadcasting 
System aggregated $4,289,356, ex- 
ceeding the time sales of any pre- 
vious April in network history, ac- 
cording to National Advertising Rec- 
ords. 

Individually, the chains also ex- 
ceeded their previous April totals. 
NBC’s time sales total for April was 
$2,692,073, compared to that net- 
work’s previous high figure for that 
month, in April, 1932, when sales 
were $2,649,892. NBC’s total for 
April, 1934, was $2,373,890. 

The CBS total for April was $1,- 
597,283, compared to the previous 
high month of April, 1934, when time 
sales totaled $1,371,601. 

In March, the major networks sur- 
passed all previous records for time 
sales in any one month, with a total 
of $4,821,551, of which the CBS share 
was $1,829,553, and NBC’s share, $2,- 
991,998. 

Heading the list of users of net- 
work time during April, was Procter 
& Gamble Company, with an expen- 
diture of $171,218, divided as fol- 
lows: Camay, $27,444; Chipso, 
$2,420; Crisco, $37,541; Dreft, $7,208; 
Ivory soap, $49,365; and Oxydol, 
$47,240. 

The runner-up was Colgate-Palm- 
olive-Peet Company, which spent 
$165,723, divided into dental cream, 
$42,236; Palmolive soap, $71,400; and 
Super Suds, $52,087. 


Other Leading Users 


In third place was Standard 
Brands, Inc., which spent $162,325, 
divided as follows: Chase & Sanborn 
coffee, $49,210; Pleischmann’s yeast 
for health, $49,290; Fleischmann’s 
yeast for baking, $29,461; Royal gela- 
tin, $30,852; tea and gelatin, $3,512. 

Fourth place was taken by Sterling 
Products, which made an outlay of 
$146,161, divided into Bayer Chem- 
ical Company, $42,648; Centaur Com- 
pany, $34,423, of which $32,964 was 
for Fletcher’s Castoria, and $1,459 
for Z.B.T. baby powder; Dr. Lyon’s 
tooth powder, $18,224; California 
Syrup of Figs, $19,122; Chas. H. Phil- 
lips Chemical Company, $31,744. 

In fifth place was the Ford Motor 
Company, which spent $131,403. Sixth 
place went to General Foods Corpo- 
ration, with an expenditure of $116,- 
162, divided as follows: cooking 
school, $11,354; Jello-O, $33,896; Log 
Cabin syrup, $7,464; Maxwell House 
coffee, $53,926; Post Toasties and 
bran, $9,522. 

Other large users of network time 
during April were Lady Esther Com- 
pany, $94,689; Wm. Wrigley, Jr., 
Company, $93,938; Liggett & Myers 
Tobacco Company, $90,891; R. J. 
Reynolds Tobacco Company, $86,652; 
Andrew Jergens Company, $84,715, 
of which $16,974 was for Jergens lo- 
tion, $37,126 for Woodbury’s powder, 
and $30,615 for Woodbury’s soap; 
Wasey Products, Inc., $84,638, of 
which $39,243 was used for Barbasol 
and Bost, with $45,395 for Zemo, 
Kreml, etc.; Pepsodent Company, 
$82,934; Dr. Miles Laboratories, $67,- 
674; and Campbell Soup Company, 
$62,760. 

Regional network and non-network 
advertising during March, the last 
month for which figures are avail- 
able, totalled $3,364,495, according to 
the National Association of Broad- 
casters. 

During the first quarter of 1935, 
this authority says, total broadcast 
advertising amounted to $22,880,710, 
of which $14,107,206 was national 
networks, and $8,773,504 was regional 
network, national non-network, and 
local. 

During the first quarter of 1934, 
the total for all classes of broadcast- 


ing was $19,148,769, of which $11,- 
365,157 was national network, all 
other types accounting for $7,783,612. 


Le Quatte New 
Head of N. Y. 
Admen’s Club 


New York, May 17.—H. B. Le 
Quatte, president of Churchill-Hall, 
Inc., was elected president of the Ad- 
vertising Club of New York this 
week, succeeding Grover Whalen, 
who established a precedent by hold- 
ing the office three years. 

Martin J. Beirn, American Radia- 
tor Company, was elected vice-presi- 


dent. Ralph Trier, New York The- 
atrical Program, is the new treas- 
urer. New members of the board of 
directors are Mr. Whalen, Schenley 
Distillers Corporation, and Ralph 
Neumuller, managing director of the 
Electrical Association of New York. 

Other board members are F. J. 


Reynolds, Albert Frank-Guenther 
Law, Inc.; Alfred L. Freden, Col- 
lier’s Service Corporation; Gates 


Ferguson, director, Better Housing 
Division of the National Emergency 
Council; Frank A. Tichenor, pub 
lisher, and vice-presidents E. D. 
Gibbs, Retail Code Authority, and 
Lee H. Bristol, Bristol-Myers Com- 
pany. 

A leather bound book containing 
the story of Mr. Whalen’s career was 
presented to him at the meeting 


marking the termination of his presi- 
dency. 


“Sales & Advertising” 
Issued in Revised Form 


“Sales and Advertising,” a two- 
volume work designed primarily as 
a text book for school use, and writ- 
ten about a dozen years ago by 
Chester E. Gauss and Lucius I. 
Wightman, has been published in a 
new edition by American Technical 
Society, Drexel Ave. and 58th St., 
Chicago. 

The new edition is a revision by 
Harry A. Bates of Reincke-Ellis- 
Younggreen & Finn, Inc., Chicago, 
of the original work. It covers all 
phases of selling and advertising. 

The two volumes, containing a 
total of 562 pages, sell for $6, but 
either Volume 1 or Volume 2 may 
be purchased separately at $3. 


Dotted Liners Elect 


B. C. Bowen, Boot ¢ Shoe Recorder, 
was elected president of the Dotted 
Line Club of Chicago, organization 
of business paper salesmen, at the 
annual meeting May 13. H. A. Morri- 
son, Simmons-Boardman Publishing 
Company, was named first vice-presi- 
dent, and C. A. Barnes, Bakers’ 
Helper, second vice-president. Talbot 
C. Hatch, ADVERTISING AGg, is the 
new secretary-treasurer. 


Earnshaw Firms to Move 


Harry A. Earnshaw Radio Produc- 
tions and Earnshaw-Young, Inc., will 
move June 1 from the Petroleum 
Securities Bldg., Los Angeles, to 
larger quarters in the Warner Bros. 
Theater Bldg., 6425 Hollywood Blvd., 
Hollywood. 
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THE SACRAMENTO BEE WINS 
THE PULITZER AWARD 


Com 


The Sacramento Bee Dedicates Itself 


Anew to Continued Public Service _ 


SAN FRA 


The series of articles for which the Pulitzer Prize was awarded appeared simultaneously in 
THE SACRAMENTO BEE, THE FRESNO BEE, and THE MODESTO BEE 


We are deeply gratified to receive The Pulitzer Award; and in accepting it, we whole-heart- 
edly pledge ourselves to a constant effort for even greater service to the public interest of the 
citizens of the Great Valleys of California. 


Chas. K. McClatchy, 
Editor, The McClatchy Newspapers. Founded 1857. 


‘THE McCLATCHY NEWSPAPERS 


IELDING the influence 
of a fearless editorial 
policy devoted to the 
public service, The Mc- 
Clatchy Newspapers 
deliver advertisers’ 
messages, in good 
company, to 105,848 
(A. B. C.) families in the 
great market of Inter- 
\, ior California — Retail 
trading area, 538,679 
population; total, 900,- 
000 population. 


This marke t—repre- 
senting almost one- 
third of Northern Cali- 
fornia's retail sales is 
further, on the aver- 
age, from San Fran- 
cisco than Philadelphia 
is from New York. 


The residents regard a 
small number of im- 
ported San Francisco 
papers with but little 
interest, depending for 
their news, editorial 


guidance, and adver- 
tising, on their own 
newspapers—The Sac- 
ramento Bee, The 
Fresno Bee and The 
Modesto Bee. 


How and why this is, is 
well explained in "The 
Northern California 
Market," a detailed 
guide to sales possibili- 
ties in the Interior Cali- 
fornia Market. Write 
for a copy. 


THE SACRAMENTO BEE 


NEW YORK ® CHICAGO ® DETROIT 


THE McCLATCHY NEWSPAPERS 
* THE FRESNO BEE . 


O'Mara & Ormsbee, Inc., National Representatives 


© SAN FRANCISCO ® LOS ANGELES 


THE MODESTO BEE 
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Pullen Heads 
Financial Club 


Chicago, May 16.—Paul P. Pullen, 
Chicago Title & Trust Company, was 
elected president of Chicago Finan- 
cial Advertisers at the annual meet- 
ing at La Salle Hotel yesterday. A. 
E. Bryson, Halsey, Stuart & Co., was 
elected vice-president; Ruth H. 
Gates, State Bank & Trust Company, 
Evanston, secretary, and E. A. Hintz, 
Kaspar American State Bank, treas- 
urer. 


Directors Chosen 


Directors were chosen as follows: 
J. M. Easton, Northern Trust Com- 
pany; Charles S. Frye, Chicago Jour- 
nal of Commerce; J. K. Waibel, Con- 
tinental Illinois National Bank & 
Trust Company; Chester L. Price, 
City National Bank & Trust Com- 
pany; Rufus R. Jeffris, Harris Trust 
& Savings Bank. 


FINANCIAL LEADER 


Paul P. Pullen 


Kilroe Transferred 


to New England 


The Gillette Publishing Company 
has appointed Thomas F. Kilroe, for 
the past year in charge of Mida’s Cri- 
terion in New York, to act as repre- 
sentative of Mida’s Criterion, Roads 
and Streets, and Water Works and 
Sewerage in the New England terri- 
tory. 

These magazines will continue to 
be represented in New York City and 
the remainder of the Eastern terri- 
tory by J. M. Angell, Jr., and Ralph 
C. Sullivan. J. C. Tanty continues 
as Eastern manager of Sporting 
Goods Journal. 


Sherwin-Williams 


Promotes Quinn 

L. B. Quinn, Western district man- 
ager of Sherwin-Williams Company, 
has been made general sales execu- 
tive, with offices at 333 N. Michigan 
Ave. 

A. V. Higgins, district manager of 
the Southwestern division, has been 
appointed as Mr. Quinn’s successor. 
A. W. Everett succeeds Mr. Higgins. 


STO THE FINEST SHADING 
BOF COLOR AND LINE 


Should be the ultimate aim of a lithog- 
rapher in making his reproductions. 
Around this standard all our efforts at 
Continental centre. Westrive to capture 


every detail of a 
sketch so that the 
poster becomes the 
mirrored reflection 
of the art itself 

The measure of our 
success is written in 
our account ledger. 


Add to the domi- 
nance of your poster 
advertising the 
beauty and strength 
of the original. It is 
yours in Continental. 


NEW YORK, 


YOUR_NEAREST CONTINENTAL OFFICE I 
CHICAGO, PHILADELPHIA, DETROIT, 


Lithograph Corp. 


INDIANA LIS, 
ROCHESTER, LOS ANGELES, SAN FRANCISCO se 


R-W FOOD CHAIN 
TOPROMOTE OWN 
COFFEE BRANDS 


“Ground in the Store’ Is 
Slogan 


Chicago, May 17.—Built around 
the slogan, “Ground in the Store,” 
a new coffee merchandising pro- 
gram will be launched in June by 
the Red & White Food Stores, na- 
tionwide voluntary chain, on behalf 
of Red & White coffees. 


The program has been designed to 
build coffee sales of member stores, 
and to capitalize on the housewife’s 
tendency to buy groceries where she 
buys her coffee. 


A recent survey shows that the 
American housewife can buy na- 
tionally advertised brands of coffee 
in 400,000 stores, the corporation 
has advised its members, in promot- 
ing the program. If Red & White 
stores can create a preference for 
Red & White brands of coffee, cus- 
tomers will return each week to buy 
their coffee requirements, and the 
rest of their staple grocery needs, it 
is asserted. 

The Red & White national coffee 
program will embody the selling of 
the vacuum packed Red & White 
brand, and will include the two new 
Red & White brands, Mart and 
Early Riser, to be ground in the 
store. 

Red & White supply houses, field 
men and retail members have been 
given details of the new plan, which 
will be announced to consumers 
June 10-15. 


Use Standard Display 


Retail members have been advised 
that the coffee merchandising plan 
will enable them to “clench trade by 
selling and grinding brands that the 
customers cannot go to any other 
store and purchase. Anyone can 
sell the nationally advertised brands, 
and the competitors’ cut prices on 
such brands must either be met at 
the sacrifice of profit or a reputation 
of ‘being high’ will result.” 

The coffee program embraces a 
standardized coffee merchandising 
rack, mass floor display cards, win- 
dow posters, and a series of 36 store 
pennants. Red & White members are 
being urged to install modern elec- 
tric coffee mills. Store grinding, it 
is pointed out, permits meeting the 
various requirements of grind for 
each customer. 

The standardized coffee merchan- 
dising rack, designed by Ray O. 
Harb, director of the store planning 
and development department, per- 
mits the display of 200 pounds of 
coffee and provides space for opera- 
tion of a coffee mill. 

That women buy their groceries 
where they buy their coffee, Red & 
White Corporation declares, is sup- 
ported by the experience of large 
corporate chain grocery stores which 
started as coffee and tea companies 
and built their general business 
with these items as foundations. 

Nothing stimulates the appetite 
more than the aroma of freshly 
ground coffee, Red & White mem- 
bers are reminded. Customers see- 
ing the coffee mill, hearing the cof- 
fee ground, smelling the aroma, are 
tempted to buy coffee and many 
other foods at the same time. 


Cites Huge Market 


In promoting the program, the cor- 
poration has emphasized the tre- 
mendous market for coffee, citing 
statistics to the effect that the per 
capita annual consumption of coffee 
is 121%4 pounds, and that the family 
average is 52.2 pounds annually. 

Only four things are necessary to 
build, hold, and increase coffee sales, 
the Red & White Corporation de- 
clares: the blend; roasting; fresh, 
cool, correct-size grinding; and home 
preparation. Only the last factor is 
not under the organization’s con- 
trol, and even home preparation can 
be influenced by the store, it asserts. 


An advantage of grinding coffee in 
the store, members are told, is that 
customers realize that “deferring the 
grinding until the coffee is pur. 
chased, preserves the roasted fresh. 
ness.” 

When the West Coast Grocery 
Company introduced the Red & 
White coffee merchandising rack, 
special advertising, and promotional 
advertising in Tacoma, coffee sales 
went up more than 50 per cent, it ig 
asserted. 


Seattle Drive 


Puts Damper on 
General Strike 


Seattle, Wash., May 16.—The force- 
ful advertising campaign which Se- 
attle business leaders have been 
waging here to make the public 
“think straight” on current labor 
problems and strikes, appears to 
have been peculiarly effective in 
quieting the radical element. 

Closed shop agitators have been 
creating unrest in several Seattle in- 
dustries lately. Fears arose that Se- 
attle would be forced to undergo a 
repetition of last year’s disastrous 
general strike. 

Twelve large space advertisements, 
signed “Committee of Five Hun- 
dred,” were run in newspapers. Copy 
asked for fair play, arbitration, and 
cessation of gas station bombings, 
window smashing and similar vio- 
lence. The committee stated that it 
is not an anti-labor organization, but 
that it challenged “the right of any 
man to throw up a job and then de 
cree that nobody shall ever take his 
place.” 

Business leaders felt that it would 
be less costly and better all around 
to meet labor disturbances with 
frank statements to labor, labor lead- 
ers and the public, through an adver- 
tising campaign, than to permit the 
conflict of ideas and forces to reach 
a stage of open warfare. 

Strang & Prosser Advertising 
Agency, Seattle, was in charge. 


News Contract Signed; 
WATR Joins Yankee 


The Yankee Network News Service 
has signed a five-year contract to se- 
cure news from International News 
Service and Universal Service. Local 
news will continue to be obtained by 
Yankee Network News Service re- 
porters, but national and foreign 
items will be taken from I. N. S. and 
U. S. 

Station WATR, Waterbury, Conn., 
operating on a frequency of 1190 kilo- 
cycles, became associated with the 
Yankee Network May 8. The new 
station makes a total of 13 stations 
operating from Yankee Network 
headquarters in Boston. 


Five Firms Appoint 
Advertising-Business 


Advertising-Business Company, 
Fort Worth, Tex., has been appointed 
to handle advertising of Dairyland 
Products Company, Traders Oil Mill 
Company, The Vinnedge Company, 
and Collins Art Company, all of Fort 
Worth, and Collins-Davoust Paint 
Mfg. Company, Dallas. 

Thomas J. Murphy, Jr., has joined 
the agency as assistant to Thomas 
L. Yates, directing manager. 


Alters Insertion Rules 


The Farmer, St. Paul, has an- 
nounced that advertising will no 
longer be accepted for separate Min- 
nesota and Dakota editions, effec- 
tive immediately. Lack of time be- 
tween late closing date and publica- 
tion date has forced the change. 
The management will continue to 
change editorial features, so that 
subscribers will still get a localized 
service in both sections of the pub- 
lication’s territory. 


Reports Methods 
Used by Chains 


Analyzing control methods em- 
ployed by central offices of 62 differ- 
ent chain store organizations han- 
dling 16 types of merchandise, a new 
study, “Control of the Retail Units 
of Chain Stores,” has been published 
by the University of Michigan as 
part of the Michigan Business 
Studies series. 

The author is E. H. Gault, asso- 
ciate professor of retailing at the uni- 
versity. 
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WORK WELL DONE 


E. T. Howson, Simmons-Boardman 
Publishing Company, 1934 A. B. P. 
president, ready for a round on 
the links at the recent meeting. 


Test Drive on 
Dry Soup Mix 
Made by Knorr 


New York, May 17.—A dry mix is 
the newest contender in the hotly dis- 
puted soup market, a test being made 
in Hartford, Conn., has revealed. 

It is the product of the Knorr Food 
Products Corporation, New York, an 
old firm which has been marketing 
a product in somewhat similar form. 
The soup mix in powdered form is 
said to be an improvement over the 
tablets previously offered. 

The company used 450 lines of 
newspaper space in Hartford inser- 
tions featuring “a brand new way 
to make mushroom soup.” The fact 
that Knorr mushroom soup is not a 
canned product but “a concentrated 
mix of choicest natural-grown mush- 
rooms” was headline news. Copy 


also gave attention to Knorr green 
pea, yellow pea, asparagus, celery 
and oxtail soups as well as powdered 
gravy. 

Conservation of the rich flavor of 
the fresh ingredients is one of the 
main selling points. Ease of prep- 
aration is another. The powder is 
mixed with a little water and briskly 
boiling water is added and allowed 
to simmer 15 minutes, when butter 
and cream are added before serving. 

The price per plate is comparable, 
it is claimed, to competing liquid 
soups. One can of the powder makes 
eight generous plates, costing about 
314 cents each. The entire contents 
of the can may be used at once, or 
part may be saved without loss of 
quality. Test copy plays up the fact 
that physicians recognize the value 
of the mineral salts and vitamin con- 
tent and recommend Knorr mix for 
children and invalids. 

One of the uses not mentioned in 
the initial copy is its compactness, 
making it ideal for camping, touring 


and elsewhere when bulk is objec- 
tionable. Charles W. Hoyt Company, 
Inc., is the agency. 


Outdoor Firms Win 


Revision in N. J. 

The New Jersey assembly has 
passed a measure providing for re- 
vision of the New Jersey billboard 
regulation law. The new bill, which 
now awaits senate action, has the 
support of outdoor advertising in- 
terests and the state tax commis- 
sioner. 

The new bill replaces the present 
tax of three cents per square foot 
with a location tax levied on each 
concern, according to the number of 
boards in use. The new bill also 
provides a graduated license scale, 
instead of the flat fee of $100, in 
setting fees for engaging in the out- 
door advertising business. 


“Grit” Names Reps 


Guy S. Osborn, Scolaro & Meeker, 
Detroit, have been appointed to 
represent Grit, Williamsport, Pa. 


Advertising Class 
Alumni Elect Officers 


Warren M. Barrington, Johnson & 
Johnson, has been elected president 
of the Alumni Association of the 
Advertising and Selling Class of the 
Advertising Club of New York. 
Donald L. Hathway was made vice- 
president, and Richard Hubbard, 
Reinhold Publishing Corporation, 
was elected treasurer. 

Beth Judson, Rockwell-O’Keefe, 
Inc., was elected recording secre- 
tary, and Elizabeth Mann, California 
Perfume Company, was chosen cor- 
responding secretary. Committee 
chairmen are: Robert M. Guinzburg, 
program; Hugh O. H. Quinn, mem- 
bership; and Abe Litwin, Louis Frey 
Company, publicity. 


“Mademoiselle” Appoints 


Simpson-Reilly Ltd., Los Angeles 
and San Francisco, has been ap- 
pointed as Pacific coast representa- 
tive of Mademoiselle, New York, 
“class magazine for young women 
with futures.” 


RCA WILL MAKE 
THOROUGH TEST 
OF TELEVISION 


New York, May 17.—Radio Cor- 
poration of America has announced 
that it will embark at once on a 
million-dollar field demonstration of 
high definition television, to de- 
termine from practical experience 
the technical and program require- 
ments of a regular television service 
to the home. 

A three-point program has been 
developed, embracing the establish- 
ment of the first modern television 
transmitting station in the United 
States, the manufacture of a lim- 
ited number of receiving sets, and 
creation of an experimental program 
service, with the necessary studio 
technique to determine the most ac- 
ceptable form of television program. 

From 12 to 15 months will be re- 
quired for erecting the transmitter, 
making the receivers, and beginning 
transmission of test programs. 

Outlining the project to RCA 
stockholders at their annual meet- 
ing here, David Sarnoff, president, 
stated that the transmitting station 
will be located “in a suitable center 
of population, with due thought to 
its proximity to RCA’s research lab- 
oratories, manufacturing facilities, 
and its broadcasting center in 
Radio City.” 

Mr. Sarnoff drew a line between 
the status of television as a labora- 
tory achievement, and as a possible 
system comparable to sound broad- 
casting. 


Present Service to Stay 


The latter, he said, remains the 
fundamental system of radio com- 
munication to the home, with tele- 
vision promised as a gradual devel- 
opment that would supplement, not 
supplant, existing radio service. 

The RCA _ field demonstration 
should not be taken to mean that a 
regular service of television is here 
or “around the corner,” Mr. Sarnoff 
emphasized. Pioneering work is 
necessary for “the ultimate creation 
of a complete television system,” he 
said. 

Results obtained by RCA labora- 
tory experiments go beyond stand- 
ards accepted for the experimental 
television service in Europe, Mr. 
Sarnoff said. The field demonstra- 
tion project, he said, is designed to 
“bring the research results of the 
scientists and engineers out of the 
laboratory and into the field.” 


Television Problems 


Television suffers from severe lim- 
itations at present, he continued. 
These are the short range of tele- 
vision transmitters, from 15 to 25 
miles; the great number of stations 
required to serve the entire nation; 
the technical problem of inter-con- 
nection to create a network system 
by which the same program might 
serve a large territory; the neces- 
sary obsolescence of both trans- 
mitter and receiver if technical 
progress is to be made, and program 
problems. 


25 minutes 


to 6...cad 


the layout man has just completed a dummy for a rush print- 
ing job for a financial prospectus. It must be printed and 
delivered the next morning at nine. And it must be quality 
printing. What paper to use? TICONDEROGA Vellum is the 
logical answer. 


TICONDEROGA Vellum has an especially developed surface 
which permits quick-drying and gives clean-cut impressions 
without “feathering” even the finest lines. It has a high opac- 
ity, good strength and fine folding qualities. The distinctive 
finish of this paper gives added character to fine typographi- 
cal treatment, flat color and line work—the paper actually 
becomes an important part of the finished job. Available in 
brilliant White and Ivory and watermarked for your protec- 
tion. Use TICONDEROGA Vellum for financial printing, an- 
nouncements, circulars, brochures, booklets, broadsides and 
enclosures; it’s an excellent utility paper. 


A request on your business letterhead will bring you a copy of the new Portfolio con- 
taining many practical printing suggestions produced on TICONDEROGA Vellum. 


Branch 


PLEASE ADDRESS ALL REQUESTS TO SALES DEPARTMENT 


INTERNATIONAL PAPER COMPANY 


220 East 42nd Street, New York, N. Y. 


Olifices: ATLANTA, BOSTON, CHICAGO, CLEVELAND, PHILADELPHIA, PITTSBURGH . 


TICONDEROGA 


INTERNATIONAL. 
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ADVERTISING IN 
DAILIES GAINS 
48% IN APRIL 


Chicago, May 17.—April advertis- 
ing lineage in the newspapers of 81 
important cities measured by Media 
Records, Inc., was approximately 4.8 
per cent above that of April, 1934, 
an analysis of these figures made 
by ADVERTISING AGE shows. 

The gain in lineage over April of 
last year was due in great part to a 
substantial gain in retail lineage, as 
well as in classified. 

The newspapers in the 81 cities 
measured carried a total of 163,951,- 
111 lines of advertising last month, 
compared with 156,361,653 lines for 
the same. publications last year. 
This is a gain of 7,589,458 lines, or 
slightly more than 4.8 per cent. 

Retail lineage in these papers to- 
talled 92,951,125 last month, com- 
pared with 87,245,394 for the pre- 
vious April, a gain of 5,705,731 lines, 
or about 6.5 per cent. 

General lineage, while up, showed 
a gain of slightly less than one per 
cent over 1934. The gain in lines 
was 288,403, with the total last 
month being 29,740,407, against 29,- 
452,004 in 1934. 

Automotive lineage continued well 
below the peaks hit last year, last 
month’s total being 10,591,357 lines, 
compared 11,625,599 lines last April. 
This is a loss of 1,034,242 lines, or 
8.9 per cent. 


Classified Up 10 Per Cent 


Financial lineage totalled 2,932,- 
153 last month and 2,855,537 in April 
of 1934, the 1935 gain being 76,616 
lines, or 2.7 per cent. 

Classified advertising showed the 
largest relative gain. Last month 
the total in this classification was 
25,160,748 lines, a gain of 2,186,051 
lines over the 22,974,697 carried in 
1934. The percentage of increase 
was about 9.5 per cent. 

A complete breakdown of the 
Media Records’ figures for the 81 
cities measured is given in the ac- 
Companying tabulation. 


Kobak to Present 
Charter to K. C. Club 


The Advertising Club of Kansas 
City will hold a charter dinner at 
the Kansas City Club on May 24, 
when Edgar Kobak, chairman of 
the board of the Advertising Fed- 
eration of America, and vice-presi- 
dent of the National Broadcasting 
Company, will present to the club 
its charter of membership in the 
Federation. 

Lou E. Holland, president, Hol- 
land Engraving Company, and for- 
mer president of the Associated 
Advertising Clubs of the World, A. 
F. A. predecessor, will act as toast- 
master. Karl Koerper, president of 
the club, will speak in response to 
the charter presentation. 

Earle Pearson, A. F. A. general 
manager, and other prominent ad- 
vertising men are expected to be 
present in honor of the “homecom- 
ing” of the club to the Federation, 
in which it was prominent at one 
time. 


Says Honest Copy 
Brings Best Results 


Vigorous efforts are being made 
to eliminate dishonesty in advertis- 
ing, Allyn B. McIntire, vice-presi- 
dent of Pepperell Mfg. Company, 
Boston, and president of the Asso- 
ciation of National Advertisers, told 
the annual meeting of the New 
England Purchasing Agents Associa- 
tion in Boston May 13. 

Honest, clean advertising of a 
product makes it sell with a profit 
for the purchaser as. well as the 
manufacturer, he pointed out. The 
association elected Robert C. Kelley, 
Converse Rubber Company, Boston, 
as president. 


To Dance for Club 


Sally Rand of Chicago World’s Fair 
fame will dance as part of the enter- 
tainment scheduled for the golf tour- 
nament to be held by the Agate Club 
of Chicago at Sunset Ridge Country 
Club May 24. Thurlow Brewer, of 


the Chicago office of The New Yorker, 
is in charge of reservations. 


APRIL NEWSPAPER ADVERTISING LINEAGE 


FOR 1935 AND 


1934 


IN LEADING CITIES 


Total Total 
(Including) (Including) 
City Retail General Automotive Financial Classified Legal) City Retail General Automotive Financial Classified Legal) 
1935 1,321,901 223,049 99,213 14,325 303,976 1,985,669 1935 851,515 311,756 98,779 23,26 238 
Akron ....... 1934 1,384,078 228,492 107,434 16,028 265,417 2,018,339 | Okla, City.....1934 826,979 302,868 139,948 iness oar, 344 reanene 
ao —62,177 —-5,443 —8,221 —1,703 + 38,559 += —32,670 Diff + 24,536 +8,888  —41,161 + 9,580 + 1,506 + 2,325 
1935 1,029,622 432,729 162,434 37,491 $15,166 2,023,928 1935 911,475 312,303 129,712 7,546 188,417 6 
*albany .....1934 1,100,750 458,807 183,679 38,059 304,280 2,152,926 | *Omaha ...... 1934 971,876 315,173 139,650 ran 212,006 Lesness 
Diff —71,128 —26,078 —21,245 —568  +10,886 —128,998 Diff —60,401 —2,870 —9,938 +10,074 —23,589 —89,308 
1935 437,429 137,477 72,854 8,040 75,550 735,227 1935 1,490,713 358,673 121,000 14,154 263.951 2.265.263 
Albuquerque.. .1934 384,203 138,570 83,873 12,330 84,385 706,718 | Peoria ....... 1934 1,273,574 418,483 138,668 11,430 217,955 2'074,280 
Diff +53,226 —1,093 —11,019 —4,290 —8,835 + 28,509 Diff +217,139 —59,810 —17,668 +2,724 +45,996 +190,983 
1935 1,230,497 402,301 155,010 41,170 $32,412 2,172,450 1935 2,624,901 993,761 239,763 $8,059 626,399 4,758,536 
Atlanta ...... 1934 1,136,350 381,089 163,366 $1,178 322,889 2,055,033 | *Philadelphia..1934 2,809,722 1,065,028 261,369 74,058 658,952 4,991,965 
Diff +94,147 421,212 —8,356 +9,992 +9,623  +117,417 iff —184,821 —T71,267 —21,616  +14,001 —32,553 —233,429 
1935 259,567 86,133 37,841 4,164 52,767 449,168 1935 613,256 230,629 119,975 17,899 176,999 1,164,388 
Atlantic City.1934 238,935 $1,139 34,440 4,491 54,123 422.553 | Phoenix ...... 1934 532,167 224,829 141,662 9,024 136,868 1,048,528 
Diff  +20,632 + 4,994 + 3,401 —327 —1,356 «+ 26,615 Diff  +81,089 +5,800 —21,687 +8,875  +40,131 +115,860 
1935 1,872,724 592,392 246,110 72,752 528,923 3,333,711 1935 = - 2,218,648 651,131 168,963 55,765 508,733 3,709,069 
*Baltimore ...1934 1,787,290 , 612,499 218,269 77,907 485,679 3,199,703 | *Pittsburgh 1934 2,399,488 558,342 178,262 31,675 461,779 8,747,136 
Diff +85,434  —20,107 +27,841 —5,155 +43,244 +134,008 Diff —180,840  +92,789 —9,299 +24,090 +46,954 —38,067 
1935 826,215 317,714 112,994 33,400 152,404 1,449,832 1935 888,277 382,438 115,998 21,775 335,951 = 1,751,131 
Birmingham ..1934 688,814 358,190 133,188 23,443 117,058 1,409,017 | Portland ..... 1934 780,553 395,549 141,889 26,821 296,818 1,645,617 
Diff +137,401  --40,476  —20,194 +9,957  +35,346 + 40,815 Diff _+107,724 = —13,111 — —25,891 —5,046 + 39,133 + 105,514 
1935 2,872,081 1,084,199 298,803 89,557 690,202 5,092,351] 1935 1,255,986 = 368,931 176,578 51,586 = 313,856 2,210,124 
2*Boston .....1934 2,785,475 1,070,036 315,691 96,002 683,685 5,007,150 | Providence ...1934 1,087,206 329,160 166,373 45,782 292,583 1,975,815 
Dif€ +86,556 +16,163 —16,888 —6,445 +6517 + 85,201 Dis __+ 168,779 __ + 99,773 + 9,200 +5,804  +21,273 + 234,309 
> , ens a me ~! 1935 849,566 199,018 103,217 12,438 143,635 1,329,161 
€ 8,4 r 343,932 2,704,088 , , , 1329, 
Buffalo can Varn ies 444780 308,858 se ees 333,186 478,346 Reading ...... 1934 819,147 228,428 119,379 20,106 105,514 1,320,202 
Diff +273,693 -—6,149 30,388 24.462 +10,746  +225,742 aE + arene 80,620 _ — 16,368 __ 1,068 _ + 98,281 s+ 8,088 
- - - ne = ror 19 936,245 259,849 123,491 30,779 235,198 1,602,405 
1935 352,021 137,975 46,032 6.573 87,757 = 653,816 | Richmond ....1934 815,541 220,520 +~—«-:107,676 30,919 197,344 1,389,440 
Camden ..... 1934 308,343 145,001 55,492 7,426 71,031 613,679 ee Re ett vous os. +389, 
Diff +43,678 -—7,026 —9,460 —853 +16,726  +40,137 CLE TORT ee , — + 37,864 + 212,965 
= rer = YY Vk oe ,610, ; 202,040 61,780 410,626 2,712,726 
1235 2,693,674 878,689 260,891 81,329 1,153,187 5,092,172 | erochester 1934 1,471,627 415,417 210,663 73,635 352,484 2,553,928 
*Chicago .....1934 2,499,935 1,025,858 268,561 55,101 1,077,504 4,942,968 Diff 4138°666 —3'121 —3'623 —11'855  4+658142 41658 °79 
Diff +193,739 -—147,169 —7,670  +26,228 +75,683  +149,204 i555 aTEait Si743E oe 55355 cab-e02 7 2198 
ee aS : st 72, 7, ; 6, ’ 564,377 
1935 632,188 176,983 66,980 15,836 125,902 1,022,378 | sait Lake City.1934 779,486 323,793 151,309 103,569 224,343 1,596,491 
Chattanooga ..1934 457,360 169,602 82,104 17,842 109,228 838,440 Diff —7'059 ary oe ee op 
Diff +174,828 +7,3881 —15,124 —1, +16, +183, : ahd BT ' —32,114 
me __ + 208,888 u es = i 1935 862,592 366,062 131,897 38,103 486,855 1,902,199 
1935 1,301,254 484,236 168,005 45,672 440,451 2,453,783 | *san Antonio..1934 832,834 346,946 151,497 26,027 260,333 1,635,086 
Cincinnati ....1934 1,253,856 ag et} 168,068 Lyon yt oer as Diff + 29,758 +19,116 —19,600 +12,076 +226,522 +267,113 
Dift _— +. 47,398 + 3,166 +% —% + : 1935 1,037,822 441,127 164,172 33,877 351,020 2,080,476 
1935. 1,709,444 493,631 219,266 46,274 387,831 2,864,822 | San Diego.....1934 777,190 349,897 169,206 35,098 283,057 1,630,002 
Cleveland ....1934 1,608,437 507,209 216,429 44,860 341,706 2,730,569 Diff +260,632  +91,230 —5,034 —1,221 +67,963 + 450,474 
Diff +101,007 | —13,578 + 2,837 +1414 + 46,126 _ + 134,258 935 1,318,600 664,349 211,631 79,012 750,867 3,055,484 
1935 1,212,815 355,725 127,244 49,063 300,128 2,059,811 | *San Francisco.1934 1,311,599 653,765 234,429 74,362 681,590 2,972,688 
Columbus ....1934 1,182,124 393,760 117,093 51,109 279,449 2,038,150 Diff +7,001 +10,584 —22,898 +4,650 +69,277 482.796 
Diff + 30,691 = —38,035 + 10,151 = —2,046 + 20,679 + 21,661 1935 950,847 447,859 147,968 40,284 507,001 2,095,872 
1935 1,746,352 423,555 139,749 57,900 364,841 2,744,747 | Seattle ....... 1934 890,525 420,993 158,302 32,529 418,661 1,923,378 
Bathe <i.<s.: 1934 1,597,980 436,251 151,795 27,447 345,648 2,575,088 Diff _+60,322  +26,866 —10,334 +7,755  +88,340 +172,494 
Diff +148,372 —12,696  —12,046 +380,453 + 19,193 + 169,659 1935 572,718 158,807 54,558 3,850 104,720 901,297 
1935. 1,492,236 316,825 141,165 25,425 342,983 2,342,699 | Sioux City.....1934 429,138 171,648 84,775 2,643 111,845 805,987 
eee cccnee 1934. 11325.592 270.626 145,489 24,874 294,207 2,194,184 Diff +143,580 —12,841 —30,217 +1,207 —7,125 +95,310 
Diff +156,644 53,901 —4,324 +551 + 48,776 + 148,615 1935 809,902 242,247 100,475 26,854 238,355 1,426,964 
aaas TET 347,206 36.854 33,109 248,346 1,519,545 | South Bend...1934 772,237 214,723 104,847 24,778 177,904 1,309,451 
Denver ....... 1934 $66,867 267,195 120,899 44,453 270,929 1,588,785 Diff +37,665  +27,524 —4,372 +2,081  +60,451 — +.117,513 
Dift +7.902 —19,989 —34,045 —11,344 —22,583 —69,240 rae 1935 587,972 289,230 107,132 27,794 238,702 1,267,297 
— yw Ty rye Cry eT Tv 74 | Spokane ..... 1934 511,507 231,409 112,031 23,152 153,134 1,039,098 
1935 630,034 305,078 102,683 21,262 205,805 1,269,874 | SPoKane ¢ : : ,039, 
Oey . sansa sgt 160131 9°873 201.897 1,214,352 Diff +76,465  +57,821 —4,899 +4,642  +85,568 + 218,199 
Diff +79,516  +18,594 —57,448  +11,389 +3,908  +655,522 gee 1936 1,560,166 524,669 155,491 29,306 484,863 2,764,757 
——- = ~ . ~ oer 4 1,692,244 531,782 186,411 30,691 585,758 2,944,558 
1935 2,002,727 644,433 243,387 62,253 754,399 3,708,267 1.6 53 Y a 944, 
ae. oo Me ego teapot ay 601.648 3,589,467 Diff $2,078 7,113  —30,920 —1,385 —100,895 —179,801 
Diff +80.131  —19,759  —43,662 OR ) ee «Re ee BB 
= yr cewe 219,92 2,112 , ‘ é 130, 
1935 395,767 94,683 38,115 pee yet! bing ty Dit 55.855 469.372 —a3s66 = 1.655 +18 64 ; +1 46 
Easton ....... 1934 333,654 91,436 44,20 : : ,2 , , , , ‘ 
— Diff +62,113  +3,247 6,094 —-+3,486 —+10,194 + 76,644) oo wan trous Hoge] Ee BBB ree 
ie. canon (17 237,262 , 900 211,086 1,046,382 
1935 482,538 150,927 76,757 3,830 149,106 868,880 Diff —8s28 —13,042 —10,083 +3,715 + 47,043 ve see 
El Paso....... 1934 491,908 153,586 90,690 1,102 127,884 $78,023 1938 1,007,321 SE Cin aT ETT 53-801 176-037 1 SEB ATE 
Diff —9,370 —2,659 —13,933  —3,27 +21, =e” | Polo ....00 1934 938,564 273,314 114,359 29,245 169,413 1,530,422 
1935 548,126 221,307 97,754 1,840 174,781 1,078,364 Diff +108,757 —19,800  +38,877 —5,644 +6,624 +128,054 
eee e Tce 1934 444,940 228,826 68,675 5,601 . ’ 1935 1,830,002 759,941 219,997 77,521 
,830, , 219, : 803,297 3,704,975 
Diff +103,186 —7,519  +29,079 +2,239 °° —12,046  +121,371 | poronto ......1934 1,772,045 616,016 200,056 147,962 745,085 3,490,917 
1935 958,458 225,960 93,612 27,689 148,918 1,466,056 Diff +57,957 +143,925  +19,941 —T70,441 +68,212 +4214,058 
Evansville ....1934 901,120 219,279 112,876 24,964 143, 1,415, 1935 412,759 150,433 53,150 17,017 51,243 697,475 
Diff +57,338 +6,681 —19,764 + 2,725 +5,197 _+49,659 | trenton ...... 1934 417,687 141,211 73,637 19,891 51,623 716,493 
1936 364,415 99.142 43,771 7,836 36,431 461,298 Diff —4,928 +9,222 —20,487 —2,874 —380  —19,018 
Fall River....1934 240,783 94,921 58,379 6,504 33,908 450,724 1935 720,218 219,902 87,367 16,949 183,204 1,237,714 
Diff +23,632 +4,221 —14,608 +1,332 +2,523 +10,574| Tulsa ........ 1934 760,980 200,852 120,140 15,239 210,966 1,322,493 
1935 879,594 220,593 75,030 15,247 145,042 1,353,317 Dift —40,762 +19,050 —32,773 +1,710 —27,762 —84,779 
Ft. Wayne....1934 808,654 219,430 97,348 19,715 147,101 1,321,480 1935 2,861,796 725,154 288,865 64,693 769,479 4,767,484 
Diff +70,940 +1,168 —22,318 —4,458 —2,059  +31,837| *Washington .1934 2,497,865 699,084 284,059 43,428 619,584 4,222,731 
1935 636,208 296,995 85,937 14,212 202,111 1,252,381 Diff _+ 363,931 _ + 26,070 + 4,806 +21,265 +149,895 + 544,753 
Ft. Worth ....1934 579,538 305,690 113,030 8,827 152,608 1,172,371 1935 1,756,269 492,190 273,251 85,892 325,914 3,098,228 
Dif +56,670 —8,695 —27,093 +5,385 +49,503 +80,010 | Westchester 1934 1,743,073 393,717 280,203 72,616 324,682 3,023,112 
1935 332,313 57,913 45,345 9,659 111,785 574,067 | Group _...... Diff _+13,196 + 98,473 —6,952+:13,276 +1,282 + 75,116 
Freeport- 1934 293,310 61,586 48,571 13,167 86,003 517,792 1935 919,433 302,746 135,191 23,691 303,907 1,701,824 
Hempstead..Diff +39,003 —3,673 —3,226 —3,508  +25,782  +56,275 | Wichita ...... 1934 819,515 276,240 162,150 12,717 264,844 1,543,976 
1935 290,686 62,558 30,935 17,047 40,507 449,253 Diff _+99,918 + 26,506  =—26,959 + 10,974 +39,063 + 157,848 
Glens Falls... .1934 235,950 53,811 41,908 13,146 36,415 383,910] 1935 1,580,739 392,472 118,628 35,652 150,407 2,210,577 
Dift +54,736 +8,747 —10,973 + 3,901 + 4,092 + 65,343 Wilkes-Barre. .1934 1,577,852 308,279 148,382 17,359 133,511 2,217,279 
1935 561,500 195,758 85,392 7,168 92,245 949,584 Dift +2,887 15,807 29,754 + 18,293 + 16,896 —6,702 
«*Harrisburg ..1934 465,265 196,386 86,481 7,710 78,921 839,270 1935 1,072,585 291,190 147,855 21,288 188,067 1,754,856 
Diff +96,235 —628 —1,089 —542 + 18,324 +110,314 | Worcester ....1934 927,213 297,344 184,672 29,956 178,280 1,648,139 
1935 1,247,098 277,441 179,930 48,330 178,501 1,961,120 Diff + 145,372 —6,154  —36,817 —8,668 +9,787  +106,717 
Hartford ..... 1934 1,219,465 331,730 145,011 52,611 162,576 1,926,709 | _ 1935 $14,583 200,930 110,385 11,053 175,118 1,316,467 
Diff + 27.633 —54,289 +34,919 —4,281 +15,925 +34,411 | Youngstown ..1934 713,488 184,558 103,518 36,136 113,443 1,156,242 
1935 1,151,078 354,952 139,433 40,936 377,700 2,075,593 Diff _+101,095 + 16,372 +6,867 = —25,083 —+61,675 + 160,225 
Houston ..... 1934 1,095,790 354,671 178,351 29,965 306.713 1,994,963 1935 92,951,125 29,740,407 10,591,357 2,932,153 26,160,748 163,961,111 
Diff  +55,288 +281 —58.918  +10.971 +70,997  +80,630| Totals .......1934 87,245,394 29,452,004 11,625,599 2,855,537 22,974,697 156,361,653 
—— 9 
1935 1,537,505 369,388 130,802 35,222 397,626 2,486,212 Diff +5,705,731  +288,403 —1,034,242  +76,616 +2,186,051 +7,589,458 
Indianapolis ..1934 1,314,252 387,568 157,876 35,597 370,434 2,291,370] tBangor, Me. .1935 314,378 137,582 56,544 20,514 106,918 647,263 
Diff +4223,253 —18,489 —27,074 —375  +27,192 +194,842|+Gary ........ 1935 430,862 62,852 32,261 7,681 59,327 604,020 
1935 621,275 251,236 98,670 32,146 210,628 1,222,171 | ¢+Johnst'n, Pa..1935 613,165 86,141 4 
Jacksonville ..1934 557,252 188.644 92.851 19,822 196,634 1,062,608 | 77> ay 5036 37-973 S878 mere 5,896 48,351 703,353 
Diff +64,023 +62,592 +65,819  +12,324  +13,994  +159,563 ae hora "5 « 63,436 286,822 2,294,614 
1935 497,649 90,456 45,434 14,179 88,072 756,573 | (Muncie ......1935 538,519 124,896 48,654 9,589 106,509 $36,808 
Jamestown ...1934 395,293 91,355 47,105 10,439 78,159 637,535 | TPerth Amboy 
Diff +102,356 —s99 —1,671 + 3,740 +9,913  +119,038 N. eee 1985 231,748 76,378 29,107 12,586 20,170 383,708 
1935 713,766 198,311 60,492 29,470 135,220 1,145,716 | *tKansas City.1935 924,220 330,810 99,189 22,804 291,786 1,672,393 
Knoxville ....1934 564,576 170,430 81,656 28,543 97,711 956,313 | (Figures supplied by publishers.) 
Diff +149,190 +27,881 —21,164 +927 +37,509 +189,403 roe va 
1935 1,713,608 684,166 223,608 73,099 876,901 8,577,424 ee ene. Menee included. 
*Los Angeles..1934 1,633,642 640,835 262,173 58,968 786,260 3,385,722 Palau Gekea” Geashier end i 1 
Mee SROOe = FUR el = ORONS 4EREEE SOKO FETED) EE” «ne SRE OTORINE, GOS IB combination. Lineage of cue eGition, 
1935 281,240 65,956 46,440 3,807 29,580 430,472 2“Globe,” morning and evening, sold in comb 
Manchester ..1934 250,125 74,890 53,873 3,517 28,330 424,347 | evening, is shown. . mbination. Lineage of one edition, 
Diff + 31,115 —8,934 —T,433 +290 +1,260 +16,225 “Courier,” evening, and “Post,” morning, sold in combination. Lineage of 
1935 $96,513 23u,172 90,525 25,530 180,122 1,425,681 | “Courier” only is shown. 
Memphis ..... 1934 741,867 239,160 104,819 12,534 175,969 1,279,932 ‘Evening News” carries the same amount of advertising as the “Patriot.” 
Diff +154,646 —8,988 —14,294 +12,996 + 4,153 +145,749 , aie a ene and evening, sold in combination only. Lineage of morn- 
1935 1,426,945 475,809 139,691 34,340 Serene Seer eee | °S Seon Gon 3 eee ' , 
Sritwaukes ...18%h 1,222'877 530,149 173,295 11,587 365,794 2'330.291 81934 figures include the advertising of the ‘Morning Ledger” and “Sunday Led- 
Diff +204,068 64,340 33,604 +22,753 +185,472 + 267,068 | 5°" ,,,which discontinued publication April 15, 1984. 
’ u ° ° J nd Bosse “Journal” is an all-day paper. me edition only is measured 
1935 1,356,946 419,944 116,170 33,656 330,662 2,296,786 8“Star,” evening, and ‘‘Times,” morning, sold : ‘Star’ 
Minneapolis ..1934 1,305,800 413,551 =——«:171,233 12356 353,372 2.323.936 | only is shown. oe ee § Sinenge ot Mine 
Diff +651,146 +6,393 —55,063 +21,300 —22,710 —27,150 —Media Records, Incorporated 
1935 1,677,151 676,361 149,438 54,018 380,728 2,968,125 , 
Montreal ..... 1934 1,623,880 594,374 151,731 77,821 347,791 2,815,897 
Diff +653,271  +81,987 —2,293 —23,803  +32,937 +4152,228 , » 
1935. 642,963 246,958 90,278 30,328 146-940 1,162, 886 |F air Trade Bills option to rural settlements which 
®Nashville ....1934 576,840 215,119 80,837 15,331 120,890 1,013,760 Si d by LaFollett desire departmental price control. 
Difé +66,123  +31,839 +9441 414,997 +26,050 +4149,125 igne y ette |The Caldwell law gave the depart- 
1935 1,519,697 372,616 147,828 49,092 531,367 2,717,193 Gov. il Follette of ment power to fix milk pric 
Newark ...... 1934 1,510,743 396,113 149,531 47,025 819,870 2,505,403 | », Rts go Alf a vagy larger cities sieeanaaiasl 
Diff +8954 —23,497 —1,703 +2,067 +211,497 +4211,790| 248 signe eC ons! fair trade : 
1935 1,515,035 450,089 100,977 31,408 613,185 2,725,484 | Practice bill, permitting manufactur- 
New Orleans..1934 1,517,345 408,101 136,596 21,879 417,947 2,612,119|ers and retailers to set minimum G Bulk f 
Dift —2,310 +41,988 —35,619 + 9,529 +95,238  +113,365 | prices for advertised articles, through ets Bu fe) Estate 
1935 5,369,029 1,857,262 332,730 296,021 987,770 8,877,518 | joint action, subject to the approval 
*New York....1934 5,153,793 1,975,094 341,226 291,099 1,027,537 8,812,827 ie the state d * “4 f art - iy } age of Gustav W. Klau, 
Diff +4215.236 —117,832 8,496 +4922 -39'767 +64°691 es epartment of agriculture | one o e original members of the 
1935 716,060 220,042 87,969 38,481 329,081 1,737,250 | 224 markets. . firm of Klau-Van Pietersom-Dunlap 
Brooklyn .....1934 738,120 250,163 109,054 45,954 451,283 1,778,052 The department’s powers under | Associates, Inc., Milwaukee advertis- 
Diff —22,060 —30,121 —21,085 —7,473 _—122,202 —40,802|the expired Caldwell milk price|ing agency, has been disclosed as 
1935 442,608 62,215 40,337 6,853 40,221 605,296 | fixing law have been extended by the|the princi - 
Niagara Falls.1934 343,251 69,909 40,077 11,521 24,815 506,020 Griswold bill, which the Aa Boys 279 ° tat ggg my t of the $33, 
Diff +99,357 —T,674 +260 4,668 +15,416 499,276 | re ed & estate left by the deceased. An 
1935 685,625 274,020 101,962 19,833 352,142 1,448,014 | -*S also signed. The Griswold meas-|inventory of the estate of Mr. Klau, 
Oakland ...... 1934 610,342 266,135 97,474 18,271 310,415 ‘1,336,541 | ure extends the department’s powers} who died in 1932, was recently filed 
Dift + 75,283 + 7,885 + 4,488 +1,562 +41,727 +111,473|to fourth class cities and offers local | in Milwaukee. 
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PHILCO SET-UP 
IN BIG CITIES 
BEING CHANGED 


Wholly - Owned Distributing 
Organization Evolved 


Philadelphia, Pa., May 17.—The 
Philco Radio and Television Corpo- 
ration this week completed develop- 
ment of wholly-owned distributing 
organizations in the Philadelphia 
and Detroit territories. Philadelphia 
and Detroit join New York, Chicago 
and San Francisco in functioning 
under distributing organizations 
wholly owned by the parent concern. 

An intensive, year-long advertising 
program in which newspapers will be 
used “to the hilt” in these reor- 
ganized territories will be mapped 
during the annual distributors’ con- 
vention to be held aboard the S. S. 
Monarch of Bermuda, sailing from 
New York tomorrow, for Jamaica, 
and will be launched about the first 
week of June. 

It became necessary, because of 
recent growth, an official spokesman 
stated, to control the distribution 
set-up in the largest metropolitan 
areas and thus allow the manufac- 
turer greater freedom and facility 
in the handling of advertising to 
meet competition. There is, how- 
ever, he said, no intention on the part 
of the company of extending this pol- 
icy into the smaller cities. 

The Philadelphia distribution or- 
ganization, of which E. R. Alexander 
is in charge, will cover the same ter- 
ritory in Philadelphia, Bucks and 
Montgomery counties and the east- 
ern half of Delaware county in 
Pennsylvania, and in Southern New 
Jersey, in which the trade formerly 
was served by Motor Parts Company. 
The Philco office stressed the fact 
that the change was purely a policy 
move and indicated no dissatisfaction 
with Motor Parts, which will con- 
tinue to handle Philco distribution in 
the Harrisburg marketing area. 


Plan Two Courses 


The only change in distribution 
machinery effected with the launch- 
ing of the new organization is that 
while some large department stores 
formerly were sold direct from the 
factory, all sales will now be under 
one control—that of the distributing 
corporation. 

About 725 Philco distributors from 
all over the United States will go on 
the Philco Cruise to Jamaica. Then, 
on May 28, the ship will sail again 
under the Philco flag, this time to 
Havana with dealers from the New 
York, Middle Atlantic and Eastern 
territories who have scored highest 
in sales competitions conducted by 
distributors in the various districts. 
Boake Carter, radio headliner for 
Philco, will go along on the cruise 
but will continue his broadcasts of 
news comment from the vessel. 

Every distributor will sign adver- 
tising commitments for the coming 
year during the convention cruise 
and the company stated that adver- 
tising in national magazines, posters 
and other mediums will continue un- 
diminished despite the projected gen- 
eral increase in use of newspaper 
space. 


Barron Collier Takes 
Over Boston Firm 


The Barron G. Collier organization 
has taken over the Eastern Adver- 
tising Company of Boston. The 
firm has been consolidated with the 
national street railways advertising 
organization. 

T. Frank Joyce will continue as 
vice-president and general sales 
manager. M. J. Murphy, E. A. Lavin 
and §S. C. Whipple have been ap- 
pointed national account executives 
for New England. 

H. L. Gascoigne and A. J. McCaf- 
frey will be semi-national account 
executives, C. D. Wardner_ will 
cover Rhode Island, and Paul Mc- 
Laughlin will cover Connecticut. 
Edward L. Parent will continue as 
sales research manager, and J. L. 
Tribble as service manager on local 
accounts. 


DIRECT AFFILIATION ACTIVITIES 


New officers and directors of the Advertising Affiliation. Seated, 
Joseph Schewe, president, Pittsburgh Advertising Club; Charles F. 
Broderick, Buffalo leader; Walter Kiehn, Toronto, retiring president 
of Affiliation; Robert F. Heywang, Buffalo, his successor; Harold 
Donahue, London, first vice-president. Standing, A. L. Billingsley, 
president, Cleveland Advertising Club; D. A. Thomas, Buffalo, 
Affiliation secretary; Harry Whitney, Buffalo, second vice-president; 
Don Allshouse, president, Erie Advertising Club; and Randolph 
Ramsey, president of London Club. 


Speed Stressed 
In Newest Copy 
On White Flash 


Philadelphia, Pa., May 16.—The 
Atlantic Refining Company has in- 
troduced a new series of advertise- 
ments in newspapers throughout its 
Eastern Seaboard territory from the 
Canadian border to Richmond, Va. 

The outstanding theme of the new 
copy is: “Speed to Spare for Safety.” 
It has temporarily subordinated but 
has not supplanted the now-familiar 
“three little men” whose silk toppers, 
curled mustachios and always-perti- 
nent antics have kept Atlantic White 
Flash and White Flash Plus before 
the public eye in recent months. The 
little men are retained in small re- 
productions near the bottom of the 
copy and probably will be featured 
again when the current campaign is 
terminated, it was stated. 

The space in use ranges from 13 
inches over three columns to 1,500 
lines. 


G. D. Kelly Dead 


George D. Kelly, vice-president of 
Edward M. Power Company, Inc., 
Pittsburgh agency, died May 2. 


Tulsa and Chicago 
Agency Changes Name 


The name of Rogers-Gano Adver- 
tising Agency, Inc., Tulsa and Chi- 
cago, has been changed to Rogers, 
Gano & Gibbons, Advertising, Inc., 
in order to more widely identify the 
connection of J. Burr Gibbons with 
the agency, and to minimize con- 
fusion over the similarity of the old 
name with that of Rogers-Gano Ad- 
vertising Agency, Houston, operated 
by Dale Rogers. 

The latter firm has had no connec- 
tion with the Tulsa-Chicago concern 
for 11 years. 


Hunter to “Mercury” 

Robert L. Hunter has been ap- 
pointed to the sales staff of The 
American Mercury, New York. He 
was formerly associated with The 
Forum and Photoplay. 


Nursery Opens Drive 
A spring advertising campaign in 
national magazines is being launched 
by the Elliott Nursery Company, 
Evans City, Pa. The company’s ad- 
vertising is being placed by Redfield- 
Johnstone, Inc., New York. 


Handles Wine Account 

D. W. Black, Eastern seaboard 
distributor for Bisceglia Bros., wines, 
has retained Philip Klein, Inc., Phila- 
delphia, to handle advertising. News- 
papers and radio will be employed. 


wie TAKE THE FIRST RIGHT. 
THEN THE SECOND BEET, 


Directions 


ean 


confuse—or they 


ean direct! 


) pabiegag in some national advertising are as 
obscure as any you'll hear in the back country. 


“Sold by quality stores” 


your community, write us”... 


.. If there is no dealer in 


Prospects get lost, buy “something just as good.” 
Directions to prospects can be precise, definite, cer- 
tain. For example, in current Willard advertising: 


Call your nearest Willard dealer. Look for this 
emblem in your ’phone book under “Batteries”’. 


Oldsmobile, Ramco, Stromberg-Carlson and many 


others are just as precise. 


Arrange to identify your dealers in classified tele- 
phone books. We shall be pleased to furnish details 
about cost, coverage and circulation—as applied to 
your or your client’s specific case. No obligation. 


AMERICAN TELEPHONE & TELEGRAPH COMPANY, Trade Mark Service Division 


195 Broadway, New York 
(EXchange 3-9800) 


311 W. Washington St., Chicago 


(OFFicial 9300) 
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IGA Opens New 
“Coffee Carnival” 


Concentrated on the IGA coffee 
brands, Peak, Red A and Blue G, 
the “IGA Coffee Carnival” has been 
launched by the Independent Groc- 
ers’ Alliance, Chicago, voluntary 
grocery organization. The sales event 
follows the successful “Salebration 
of Dried Fruits” in IGA stores. 

Newspaper and sales bill advertis- 
ing has been prepared to announce 
the “carnival.” Retailers have been 
furnished with IGA clown hats, 
masks, and balloons, to be given free 
with coffee purchases. Other ma- 
terial includes pennants, cut-out fig- 
ures of life-sized clowns, and a sales 
manual. 


Gets Cedar Chest Account 


The West Branch Novelty Com- 
pany, Milton, Pa., maker of West 
Branch cedar chests, has appointed 
Jerome B. Gray & Co., Philadelphia, 
to handle its account. Advertising 
plans have not yet been determined. 


Morrison to Daily 


Peter J. Morrison, formerly con- 
nected with the Dade B. Epstein Ad- 
vertising Agency, Chicago, and prior 
to that, chief of the press division 
of A Century of Progress exposition, 
has been added to the local display 
advertising staff of the Chicago Her- 
ald and Examiner. 


ENGRAVING 
TYPOGRAPHY 
PRIN T1N.G 


use ONE G1 ALL 
just as YOU desire 


.-- but all are here ready to 


incest 


serve you. Speed, economy 
and satisfaction always assured 
when you use FAITHORN 3-in-1l 
Service. No job is ever put 
through the Faithorn plant as 
a mere matter of type, ink or 
presswork ...To us, every bit 
of engraving, printing or type- 
setting represents a message 
for your prospective purchaser 
...This is why so many of our 
customers feel that they can 
entrust the entire job to us with 
full confidence in our ability. 
There is no charge for this 
extra interest. It is part of our 
creed. The payment for it comes 
through the enthusiasm of cus- 
tomers who know they have 
found a concern that under- 
stands the real meaning of 
SERVICE. We are here to help 
you... Let's get together! 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


This reduced 
advertisement 
was prepared 
bythe Faithorn 
Corporation. 


Thds 
SALAD 


Write or Phone for 
One of Our Representatives 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


EIGHT-YEAR TREND OF ADVERTISING IN NATIONAL MAGAZINES 
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These charts, developed by “Advertising Age" from figures supplied by National Advertising Records, 
show the advertising records, in lines and dollars, of those 50 magazines which carried the greatest amount 
of advertising each month from the beginning of 1928 to date. The figures are based on the 50 lineage 
leaders for each individual month, and therefore the publications measured are not necessarily the same 


SINCLAIR TURNS 
TO MONSTERS IN 
‘LIFT’ CAMPAIGN 


New York, May 17.—Appearance 
this month of 24-sheet posters in 37 
cities showing a stegosaurus getting 
a mile-high lift with a gallon of Sin- 
clair H-C gasoline marked the begin- 
ning of the summer campaign of the 
Sinclair Refining Company. 

It also marks the union of the 
themes of previous campaigns. Here- 
tofore, the lift theme has been em- 
ployed in advertising the gasoline, 
but Sinclair’s power grappled with 
ocean liners, the Statue of Liberty 
and other heavy objects. The pre 
historic animal theme previously was 
used chiefly in advertising and pro- 
moting Sinclair motor oils, and won 
great attention at the Chicago 
World’s Fair. 

The campaign, developed by the 
Federal Advertising Agency, Inc., 
will continue with increasing effect- 
iveness throughout the summer. In 
June, it will be widened to include 
10,000 color posters along main high- 
ways throughout the country. The 
June poster will “give a lift” to a 
brontosaurus, and this will be fol- 
lowed by an aerial joy ride, by Sin- 
clair’s courtesy, of a whale in July 
and an old-fashioned mammoth, that 
hulking figure which greets the eye 
every time a dictionary is opened, 
in August. 


Much Tie-Up Material 


The theme is adapted particularly 
well to the selling of the dealer or- 
ganization, for the dealer is promised 
a “lift” in sales. Each month a va- 
riety of dealer helps will be issued, 
tying up with the special variation 
of the theme for the month. 

For example, stations have been 
supplied with small posters repro- 
ducing, in effect, the large posters but 
carrying in addition the line, “What 
could lift a 10-ton stegosaurus one 
mile?” The answer is found in hand- 


bills. Windshield stickers also tie up 


with the month’s poster and this is 
true of window strips, too. 

Picture advertisements will run, 
starting in June, in seven farm pa- 
pers having a total circulation of 
nearly 4,000,000. They are Capper’s 
Farmer, Farm and Ranch, Farmer 
and Stockman, Progressive Farmer, 
Southern Agriculturist, Southern 
Planter and Successful Farming. 

The “lift-a-stegosaurus” phase of 
the campaign follows the major part 
of a drive to “Sinclair-ize for sum- 
mer,” a complete season’s make-ready 
oiling job. This message was flashed 
to motorists through window dis- 
plays, big buttons worn by service 
station men, dodgers and other help. 
The Sinclair Minstrels radio pro- 
gram featured it and will do so until 
Monday. 

Add Color to “News’’ 

A unique feature of this drive was 
passing out to motorists yellow cloth 
pansies to be worn in coat lapels. 
This created an effect much like that 
of veterans’ tag days preceding 
Decoration Day. The strip attached 
to the flower bore the Sinclair-ize 
slogan. 

A new development this year in 
Sinclair’s sales promotion activities 
has been the printing of its “Picture 
News” in color. This rotogravure 
publication, bearing the dealer’s 
name and delivered to his regular 
customers, was started about a year 
ago in monotone. 

The entire campaign this year, it 
is said, is built around the service 
station and the local dealer with the 
purpose of providing the maximum 
of personal sales help at the point 
of sale. 


Doherty Elected Chief 
Crier of Rhode Island 


James A. Doherty, Providence Jour- 
nal, was elected chief crier of the 
Town Criers of Rhode Island at the 
association’s annual meeting in Prov- 
idence May 13. 

Other officers elected were Frank- 
lin S. Weston, deputy chief crier for 
advertising, sales and education; 
Phil A. Feiner, luncheons deputy; 
Ernest J. Meyer, scrivener; Daniel 
S. Mahoney, bellman; John F. O’Don- 
nell, funds holder; William Larchar, 
Larchar-Horton Company, advertis- 
ing committee chairman; E. Pulver 
Cooke, sales promotion committee 
chairman. 


John S. Cohen, 
Publisher, Dies 


Atlanta, Ga., May 15.—Major John 
S. Cohen, president and editor of the 
Atlanta Journal, died at his resi- 
dence here yesterday, after an illness 
of several months. 

Major Cohen, for 18 years editor 
of the Journal, was also vice-chair- 
man of the national democratic com- 
mittee and a former United States 
Senator from Georgia. ‘ 

Since joining the reportoriaeat 
of the Atlanta Journal in 1890 head 
had a varied and distinguished ca-j 
reer as political writer, Washington 
correspondent, chief editorial writer, 
and managing editor. During the 
Spanish-American War he served as 
war correspondent for his paper, la- 
ter joining the ranks and earning 
the title of major. 


Alboline Solid 
Is New Skin Aid 


Philadelphia, Pa., May 16.—Initial 
advertising on Alboline Solid, a new 
pharmaceutical product for the care 
of the skin, is appearing in the cur- 
rent issues of Ladies’ Home Journal 
and Pictorial Review. Other wom- 
en’s magazines will probably be 
added. 

Alboline Solid is a product of Mc- 
Kesson & Robbins, Inc. N. W. Ayer 
& Son, Inc., is in charge of the ad- 
vertising. 

Illustrations of a new four-ounce 
jar and a new one-pound tin are 
being featured in the magazine ad- 
vertisements and in special three- 
piece counter displays which are 
now being distributed. 


Hotel Men Organize 


The New England Hotel Sales As- 
sociation has been organized by hotel 
representatives for the purpose of 
standardizing and promoting hotel 
sales work. Douglas W. Payne, con- 
vention and promotion manager of 
the Providence Biltmore hotel, Provi- 
dence, R. I., has been elected execu- 
tive president. The group will hold 
a meeting June 14 at the Parker 


Schenley Adds 
Amateur Show 


New York, May 17.—The Schenley 
Products Company, increasing its ad- 
vertising outlay to cover the added 
feature, has taken over the sponsor- 
ship of the Original WHN Amateur 
Program under a contract for 52 
weeks, using it to entertain and to 
direct attention to its newspaper ad- 
vertising in the metropolitan area. 

For the past year, the program was 
a sustaining feature not offered for 
sale. It had won a large following 
for Metro-Goldwyn - Mayer - Loews 
Company, which owns WHN. 

Future programs will have the sup- 
port of the M-G-M-Loews organiza- 
tion, which will provide headliners 
as guest stars at the amateur broad- 
casts. Neighborhood theaters will 
star winners of the Schenley Ama- 
teur program. Merchandising plans 
are being prepared for dealer tie-ups 
with the broadcast and the 66 Loews 
theaters in the territory. 

The broadcasts are signed by the 
Schenley Products Company and 
“Schenley Dealers, Hotels, Taverns 
and Restaurants.” They run Tues- 
days from 7 to 8:30 p. m. A unique 
feature of the plan is that there is 
no direct selling during the broad- 
cast period. Wm. H. Parkin Com- 
pany is the agency. 


Chicago Mail Order 
Enlarges Radio Program 


The Chicago Mail Order Company 
has expanded its radio advertising 
activity, with a new program from 
WJR, Detroit. The company has 
been broadcasting from WHO, Des 
Moines, daily except Sunday from 
8:15 to 8:30 a. m. The WJR pro- 
gram is heard at the same time three 
days a week. The company has also 
been running test programs from 
WSM, Nashville. 

A radio advertising schedule, in- 
volving a longer list of stations and 
running through the fall season, is 
contemplated. “A Parade of Values,” 
the company’s program, draws at- 
tention of listeners to items appear- 
ing in the company’s catalogs. 


Asbestos Firm Appoints 


Atlas Asbestos Company, North 
Wales, Pa., has appointed Byren, 
Weil, Weston, Inc., Philadelphia, to 
handle its advertising. Automotive 
and export business publications 
are being used. 


House, Boston. 


W ant to Sell 
in Latin-America? 


Selling in Trujillo, Peru, is no more mys- 
terious than selling in Lawrence, Kansas. 
Latin-America has always been a natural 
market for American goods and the trend 
of the times is for it to become a better one. 


Why not find out about Latin-America: 
—the markets; the American advertising 
agencies which specialize in advertising 
and merchandising there; the men and 
intelligence ready to help you; the media 
available? 

To find out about Cine-Mundial, simply 
write us. Cine-Mundial is a 
magazine for the Spanish home. 
We have been selling it 
throughout Latin-America for 
20 years. It is an A.B.C. pub- 
lication and leading American 
firms in many lines use it as 


ea 
a key medium. ll 


All the facts are yours for the asking. 


516 Fifth Avenue 


New York 
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Texas Votes WATCH GOLFERS 
f $500,000 for | _ sae THERE ». A NEV Vo FAC TO R 
> a oer . wig , j eo 
y Birthday Ads Ta ae ea — D 
d ee 
r- Austin, Tex., May 17.—Texas will a 
ir spend $500,000 during the coming 
2 year in a national and state-wide 
0 advertising campaign in behalf of 
i- the 1936 Texas Centennial celebra- 
tions to be staged in Dallas as the 
is central exposition city, and in other 
oT historic parts of the state. 
1B An advertising board of three 
re members will be named by the Cen- 
tennial Commission of Control, 
D- which will also select sites for vari- 
> ous celebrations. 
rs Through a resolution adopted by — 
4 the Texas legislature in the closing | Fred Porter, Porter-Langtry Cor- 
hours of its regular session, imme- . 
* diate effect was given to a bill ap- Aa and a Soe ~— 
as propriating $3,000,000 for the 100th| "€# Corporation, had more tun 
Ds birthday celebration. watching the golfers at the recent 
nd The $3,000,000 appropriation in-| A. B. P. meet than many of the 
cludes the advertising fund. The players. 
he original bill called for $750,000 for - 
ad advertising, but this amount was re- 
- duced on the floor of the House. 
> Lieut.-Gov. Walter F. Woodul is 
. chairman of the Commission of Con- 
. trol. Coke R. Stevenson, speaker of 
“4 the House, is vice-chairman. ADDED 10 AFA 
To Atlantic City “World” 
Leonard M. Goldsmith, former ac- ENER AL MEET 
count executive and production man- 
ager of Arthur Rosenberg Company, 
m Inc., New York, and more recently 
ny with Montgomery Ward & Co., in , 
ng New York, has been appointed  na- Chicago, May 16.—With Richard J. 
m tional advertising manager of the| Thain and Mercedes Hurst added to 
as Atlantic City, N. J., Daily World. the speakers’ list, G. Ray Schaeffer, 
es <uaiesiniiemaiae advertising manager of Marshall 
ym ° ° Field & Co., has completed the pro- 
rO- sent Ap P — f th gram for the first of the two general 
ee oa. | oS ny on Anan, ~ ld aes sessions to be held during the con- 
‘sO been placed with # Ww Seater g| vention of the Advertising Federa- 
m Sons, Company, Chicago. tion of America here June 9-12. Mr. 
” : hats als x Thain, who is president of the Chi- li * 
4 cago Federated Advertising Club, and ad 
. Names Bataycan Miss Hurst, who heads the Women’s among a morn ing an 
3.” The Philippines Free Press has ap-| advertising Club of Chicago, will 
‘ pointed Ramon Bataycan as its ad-| oak at the Monday afternoon ses- 
<4 vertising and circulation representa- | 5+, e S d w a e r Ss 
Fi tive in the United States. Mr. 
Bataycan was formerly associated Details of the program for the Uu n ay n e S$ Pp P 
with Manila newspapers. convention were whipped into shape 
during the past week, when Earle F. 
Pearson, general manager of the Fed- 
‘th eration, was in Chicago to confer . - ‘ ‘ 
t, with Mr. Schaeffer and his commit- The New York food situation has been totally changed in 
tee. 
ve 
The annual banquet and ball in the i i i 
ns nisgath teal saaau ak Gea Galea tain the past three months. Media Record figures show that during 
_ Monday evening, June 10, will shat- 
ter all precedents. Not a single February, March and April the New York American has 
, speaker will be turned loose on the 
advertising men and women expected e ° ° e ° . 
' "7 to fill the big auditorium. On the led every paper in its field in Retail Grocers lineage. Many 
: px: ~ contrary, the menu will be limited 
ist ct ki to food and entertainment. “Chi- ° ° e e 
U ALity seas Welk * Catan, Sk omnia te things have contributed to this leadership. One of the most 
7 be remembered as a unique occasion. 
' ay a | As previously reported. Albert D. important has been the tremendous popularity among 
é y Lasker, president of Lord & Thomas, 
will be one of the headliners at the s 
a eT first general session. His subject will women of the Homemakers’ Department of the American, 
1 in electrotype quality. be, “Advertising—Its Present and : 
Future.” Mr. Lasker has probably . . * ° . . 
lt al LOCALIZED and 
' PR a ase ths te tea made fewer speeches than any other published every Friday, treating home topics with the same 
5 agency president in the country and 
? eS Bn & tine antinpnet editorial attention to layout and contents as given every other 
*rCHICAGO INDIANAPOLIS ae oe TUE. 
— hos Clee 1 - department of the paper. 
The significance of these geo- owa Advertising Club 
graphic locations is that you can Elects New Officers 
aaa SS STI 7 — > “ee. Western Union 
Why should any user of electro- elegrap ompany, was elected ° ° . ° ° ° 
types be satisfied with less than neutigent of tha tee Metnes Aaver- This new leadership of the American is vitally important 
i five-star quality at our low prices? tising Club at its 28th annual meet- hol 
. Why shouldn't the large user ing May 14. E. H. Bondurant, Cen- i vertiser of food and household mer- 
vo take advantage of our LOCALIZED tral Broadcasting Company, was to every national ad 
ead national distribution, and on a — i os , d 1 al f d z fi 1 
schedule of 450 newspapers save ers elec were: secretary, i i i oo Is prot e 
one. ro ip alt tote ane PS eee Eee chandise because a paper leading in loc s is profitab 
ao There are other economies we iow Company; house chairman, * 
wie offer to users of electrotypes. Write ee eats Gee aie ee for national food advertisers. 
or telephone for the complete— & e Company; publicity, v 
and ‘ eos Gustafson, Northwestern Bell Tele- 
odia ere phone Company; membership, George 
kkekeKwne Fletcher, General Electric Company; 
nply LAKE SHORE ELECTROTYPE CO. vigilance chairman, Mott Hammond, 
418 South Market St., Chicago General Insurance Agency. e 
4 ADVANCE-INDEPENDENT ELECTRO. CO. . N Ww Y k A 
A) MICHIGAN ELECTRO. & STEREO. CO. The United Drug Company, Bos- 
95 West Hancock Ave., Detroit ton, has appointed James L. Hutchi- 
” REILLY ELECTROTYPE COMPANY son, formerly with J. Walter Thomp- 
“ 216 East 45th Street, New York son Company and recently with 
ing. Blackett-Sample Hummert, Inc., as 
FINE SCREEN MAT CORPORATION manager in charge of both advertis- a ae Ee Mates 
L 228 East Ath Seat, New Yor TSC oemes NATIONALLY REPRESENTED BY PAUL BLOCK & ASSOCIATES 
AMERICAN ELECTROTYPE CO., INC. to succeed John E. Fontaine, who oe i 
: was recently made vice-president and . : ; : : on : ea 
ma $80 Fremont St, Sen Francesa nn mmmenenamal New York Chicago Boston Detroit Philadelphia San Francisco Los Angeles 
— Divisions of the Electrograpbic Corporation Finney, Inc., New York, is the agency 
for United Drug. 
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Grand 


Coulee 


A market in itself 
but a cross section 
of a vastly greater 
market 


— 


HE $63,000,000 Grand 

Coulee dam, now under 
construction on the Columbia 
River, is no slouch of a con- 
struction market in itself. Be- 
fore the main construction 
work could start, engineers 
and contractors had to buy 
equipment and materials for 
such preliminary operations 
as: 

(1) The contractor’s city (Ma- 
son City) with necessary 
housing, water supply, sew- 
ers, streets, etc. 

(2) The Government camp with 
water supply and sewer sys- 
tem. 

(3) A railroad system. 

(4) A tunnel. 

(5) A bridge and trestle. 

(6) A highway. 


Incidental to these operations 
were large earth-moving un- 
dertakings to provide cuts 


and fills. 


Thus, this one project dem- 
onstrates the unity of the 
civil engineering and con- 
struction field and the variety 
of its activities. It further 
demonstrates why engineers 
and contractors cannot stay 
put at one address, for the 
construction experience drawn 
upon here hails from New 
York City, Davenport, Los 
Angeles, San Francisco, San 
Diego and Washington, D. C. 
(24% of the subscribers to 
Engineering News-Record and 
Construction Methodschanged 
their mailing addresses last 
year. In other words, as they 
go to new points of sale, the 
publications follow them.) 


Projects like these, some of 
larger magnitude and some of 
smaller magnitude, indicate 
the important part advertis- 
ing can play in making sales 
contacts for you throughout 
the length and the breadth of 
the far flung construction in- 
dustry. It is a two-edge tool 
that shortens time and space 
for buyer and seller. It en- 
ables the buyer, wherever he 
is, to make his needs known 
quickly to the manufacturer; 
it enables the seller to offer 
his services at the point of 
sale. 


Publications or any other 
agencies that bring these two 
together for mutual benefit 
are the places to keep your 
advertising working on a non- 
stop schedule. Two publica- 
tions that are “naturals” for 
the job are— 


McGraw-Hill Publications 
330 West 42nd St., New York 


Getting Personal 


All but one young lady have sadly closed the chapter on Clifford 
Byron Ross, of Ross-Federal. He will be married June 8 to Mary 
Virginia Stevens, a New Rochelle neighbor, who was graduated last 
June from Regis College. Cliff attended Howe Military Academy and 
Harvard... . 

Wilfred Strickland King, 
Plandome, Long Island, last 
thence to North 


Mathes radio head, commuted to 
week to claim Jane Hayward Ricks, 
Hempstead Country Club to celebrate his good 


’ fortune and on to Bermuda... . 


Bob Flaherty, of Tower Magazines, will stay up all hours with a 
congenial advertising choir. While one immediately associates his 
Irish tenor with the lakes of Killarney, his specialty is blue folk songs 
of the Mississippi lowlands, where he spent his boyhood... . 


W. W. Wachtel’s (Loose-Wiles) talent for leadership extends to 
the arts, as has been demonstrated by his ability to coordinate a sing- 
ing group. His voice is no gift to take lightly, and the ease with which 
he covers any member of a quartette who fails to carry the part indi- 
cates much training and experience... . 


David Davies, of Seagram’s, another of advertising’s better song- 
birds, has a large repertoire, but prefers ballads in three-quarter time, 
sung with full, close harmony. . 


Stan Holmes, of the Viscose Company, would be called a dramatic 
tenor in theatrical circles. He goes to town on hot and sweet num- 
bers, such as “Honey,” ‘I Ain’t Got Nobody Much,” and “After You've 
Gone.” Urged by an intimate group, he will sometimes sing his own 
compositions, which are chiefly, and properly, tributes to Mrs. Holmes. 


Still another advertising man who can trill and warble like no- 
body’s business is W. B. Potter, of Eastman Kodak. However, his 
friends regret that their enjoyment of this gift is limited by his retir- 
ing nature.... 

Dick Holbrook, K. & E. writer, is recovering from a few near dis- 
locations and a shaking up following a dive from a ridgepole into a 
hayloft—a forfeit after a game of jackstraws. ... Ed Cox, copy chief 
at the same agency, is now ready to trade yarns with anyone who has 
had wisdom teeth pulled... . 


Allan Brown, of Bakelite, shares Wales’ interest in ballroom 
dancing, and it is never too late in the evening for him to research 
a new step or two. While other beautiful ladies are quick to indicate 
their appreciation of his skill, his favorite partner is Mrs. Brown... 


Kay Winn, BBDO writer, will return to the job next week, fully 
recovered from a recent illness. She has been convalescing at Miami, 
where, so she writes, the philosophy that makes an honest working 
girl has been rudely shaken up. . 


Howard Hohl, Hotel New Yorker s.m., appointed a Kentucky 
Colonel, has naively demanded a uniform or a bottle of Bourbon. . 
Bill Needham, Needham & Grohmann, has rallied bravely from the 
birth of his second child, Robert. Mrs. Needham is also doing well.... 


William F. Rogers, recently retired as a.m. of the Boston Evening 
Transcript, was presented with an engraved desk set by former asso- 
iates at a surprise party May 8 at the home of Charles C. Balcom, 
local department. The presentation was made by Harry H. Martin, 
senior in service of the automobile department. . . 

Visitors to the 32nd annual convention of the Advertising Affilia- 
tion in Pittsburgh May 10-11 were shown how heckling is done by 
experts. Ralph Leavenworth, of Westinghouse, started it when called 
on to introduce his distinguished competitor, Chet Lang, of G-E. Mr. 
Leavenworth praised the speaker’s personal accomplishments, but was 
unable to recall the name of his company. He promised to atone for 
this by showing him the finest research laboratory in the country— 
that operated by Westinghouse. . . . Mr. Leavenworth also branded 
Mr. Lang as a reformed comptroller of the budget... . 


Mr. Lang smiled and let Leavenworth get away with it, but did a 
little maligning on his own account. He blamed advertising men for 
inspiring the alphabetical deluge at Washington. “Look at the A. N. A., 
A. A. A. A. and A. F. A.,” quoth he.... 


The Federation president enjoyed another reunion while in Pitts- 
burgh. It seems Bob Grove, of Ketchum, MacLeod & Grove, Pitts- 
burgh agency, was captain of the University of Pittsburgh baseball 
team when Lang managed that representing the University of Mich- 
igan. The two old rivals celebrated with red wine. . 


Another gladiator at the Affiliation meeting was Murray Armen- 
trout, who used to please at Carnegie Tech with long runs through 
visiting football elevens. He is now in the advertising department of 
Aluminum Company of America... . 


Prominence affects the fortunes of different men in different ways. 
Just after Al Wearstler, vice-president of Meek & Wearstler, Youngs- 
town agency, and president of the Youngstown Advertising Club, had 
been spotted in the audience and summoned to the speakers’ table, 
he won one of the handsome door prizes which were distributed. But 
immediately after Bob Heywang, American Type Founders, Buffalo, 
had been elected president of the Affiliation, he returned to his hotel 
room to find that sneak thieves had made off with the family jewels.... 


Don Thomas, Larkin Company, Buffalo, perennial secretary of the 
Affiliation, was presented with a desk set by admiring members. ... 
Randolph Ramsey, president of the London, Ont., Advertising Club, 
qualified as the best-natured man in advertising, when he attempted to 
make a speech at the party Saturday night and was drowned out. He 
said later it was the first chore he has been able to escape for a long 
ea 

Ralph Failor, of the Pittsburgh office of BBDO, went on the air 
from KDKA Friday night during the progress of the Affiliation dinner. 
The banquet was halted while the convention listened to a summary 
of the day’s proceedings issued by Mr. Failor for public consump- 
tion. . . . Failor, Jess Cullison, Pittsburgh club secretary, and one or 
two other local officers were on KDKA for a couple of broadcasts prior 
to the convention. ... 


Under the direction of its president, Antoinette Bittner, the 
Women’s Advertising Club of Pittsburgh sat in on the Affiliation con- 
vention with a suite of rooms in the William Penn Hotel, in the sacred 
precincts of which visiting lady firemen could find comfort and 
succor. . .. 


Chicago Post No. 170, American Legion, held a past commanders’ 
day at its meeting at the Tavern Club Monday, and had the rare 
pleasure of gazing upon the countenances of Col. Robert P. Robinson, 
Lord & Thomas; Howard G. Smith, McCann-Erickson, Inc.; A. B. Peck, 
J. C. Billingslea Company, and Harlow Roberts, Pepsodent Company. 
Smith got all of the breaks, however, being seated beside Alice 
Severance, United Air Lines stewardess, and one of the best air travel 
advertisements ever produced. 


| 


Ath District 


Of A.F.A. Has 
Annual Meet 


Jacksonville, Fla., May 13.—The 
Fourth District of the Advertising 
Federation of America held an un- 
usually well attended annual conven- 
tion here May 5-6. with large delega- 
tions from the advertising clubs of 
Jacksonville, Miami and Tampa in 
attendance. Advertising interests of 
Orlando and St. Petersburg, where 
reorganization of advertising clubs is 
being contemplated, were also repre- 
sented. 

Convention activities were in 
charge of the Jacksonville club, of 
which Stephen H. Fifield is president. 
The first day was devoted to social 
activities, with the second day given 
over to business, under the direction 
of Marvin H. Walker, Florida Grower 
Magazine, district governor. 

A highlight of the meeting was an 
address by Price Gilbert, advertising 
manager, Coca-Cola Company, At- 
lanta, in which he stressed the value 
of continuity in advertising. 

“There are very few principles 
which can be applied to all advertis- 
ing, but the one principle which most 
good advertisers recognize today is 
the principle of continuity,” he said. 
“So, I say to you, whatever advertis- 
ing you are doing, keep doing it until 
you are sick and tired of seeing the 
copy and the pictures you are using, 
and about that time the public will 
just begin to be conscious of it.” 


New Officers Elected 


M. Thayer Newman, Associated Ad- 
vertising Agency, Jacksonville, was 
elected governor of the district, and 
George R. Hilty, Florida Power & 
Light Company, Miami, was named 
vice-governor. J. Hartwell Jones, 
Peninsular Telephone Company, 
Tampa, was named secretary-treas- 
urer. 

The by-laws were amended to per- 
mit inactive clubs to have associate 
directors on the board, and T. M. 


iriffth, Griffith Advertising Agency, 
St. Petersburg, and Franklin M. 
Sawyer, Cocoa Chamber of Com- 
merce, Cocoa, were chosen for these 
posts. 


Moore Joins Hamm; 


New Officers Elected 


Fred J. Hamm Company, Inc., New 
York advertising agency, has changed 
its name to Moore & Hamm, Inc., 
and is now located at 18 E. 48th St. 

Charles C. Moore, formerly of the 
Great Northern Advertising Cor- 
poration, has become a partner, and 
John E. Roberson, William Cornish 
and Robert Dillon have been elected 
vice-presidents. 


“Duke” Lemon to Tudor 


Frank Lemon, magazine advertis- 
ing illustrator, has joined the Tudor 
Studios, New York, to aid Edward 
Klauck, art director. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


POSITION WANTED 


The essential qualifications for suc- 
cessful selling are experience, intelli- 
gent application, careful planning 
and willingness to work. Sixteen 
years association with leading busi- 
ness paper publications has given me 
a knowledge of the background of 
most of the larger advertisers—an 
entree into the principal advertising 
agencies in the middle western ter- 
ritory. I am available to a publisher 
who believes enough in the sound- 
ness of his publication to offer a sal- 
ary and commission arrangement to 
a man with a background of success 
and a demonstrated ability to pro- 
duce. Box 584, ADVERTISING AGE, 
Chicago. 
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FORD COMPANY 
MAKES STRONG 
BID TO FARMERS 


Detroit, Mich., May 17.—Close on 
the heels of the nation-wide publicity 
which accompanied the Agriculture- 
Industry-Science Conference held 
here recently, the Ford Motor Com- 
pany has launched an extensive di- 
rect mail campaign to further 
strengthen the bond between farm 
and industry. 

A unique, 16-page tabloid magazine 
in four colors, entitled “1935 Ford 
Farm News,” is being mailed to 
R. F. D. boxholders throughout the 
country whose names are selected 
with the cooperation of dealers. 

The magazine has been designed to 
serve as a merchandising piece, as 
well as a medium to broaden com- 
pany prestige and good will. Sev- 
eral pages are devoted to advertising 
of Ford passenger cars and trucks. 

A signed article by Henry Ford, 
headlined, “Industry’s New Partner, 
the Farmer,” appears on the first 
page. Mr. Ford traces the progress 
of farming in the past 50 years, 
through crop and soil research, the 
spreading of electricity, and the com- 
ing of the automobile. 

Chemical research, such as that 
being carried on in Ford laboratories 
and on Ford farms, is opening up a 
new market for farm products, Mr. 
Ford declares. Another article in the 
magazine tells how farm products 
are used in the making of a Ford 
automobile. 

Throughout the magazine, color 
photographs and drawings portray 
milestones in Henry Ford’s life, fac- 
tory scenes, the Greenfield historical 
village in Dearborn, and the Ford 
Motor Company’s radio activities, 
graphically presenting the magnate’s 
contributions to industrial and farm 
development, music and education. 

While stress is laid on the size of 
the Ford organization and its tre- 
mendous part in American life, the 
magazine also pictures Henry Ford 
as an intensely human person, and 
as a friend of farmers. 

Dealers received copies of the 
magazines together with sales port- 
folios, which urged follow through on 
the current merchandising and pub- 
licity efforts of the company. The 
magazine was prepared by N. W. 
Ayer & Son, Inc. 


Forms Bridgeport Agency 

The Park City Advertising Agency 
has been formed in Bridgeport, Conn. 
Otis P. Lewis, formerly with the 
Bridgeport commercial printing firm 
of Cutting & Woods, Inc., is head of 
the agency, with offices at 252 Mid- 
dle St. 


Agency for Gruen 


The Gruen Watch Company, Cin- 
cinnati, has named de Garmo-Kilborn 
Corporation, New York, as advertis- 
ing agency. An extensive schedule of 
newspapers, magazines and radio is 
planned. 


WHAT HELP DO 
YOU NEED? 


For facts, figures and market 
data about the 114 billion dol- 
lar baking industry, come to 
BAKERS’ HELPER, this in- 
dustry’s leader for almost a 
half century. 

Check the data you need below, tear out 


this advertisement, attach to your letter- 
head and mail to us. 


O “Baking Industry Facts and 
Figures,’ a market data 
folder 

0 “Selling Leads,” 
week service 

( Sample pages from the “Bak- 
ing Industry Blue Book” 

(1 Copies of BAKERS’ HELP- 
ER, issued fortnightly 

( Audit Bureau of Circula- 
tions statement 


BAKERSHELPER 


“H MAGAZINE / BAKERY PRACTICE »( MANAGEMENT 


@ diy 


an every 


30 So. Wells Street 
CHICAGO, ILLINOIS 


Western Paper 
Wins Pulitzer 
Service Award 


New York, May 15.—The Pulitzer 
gold medal for meritorious public 
service in 1934 has been awarded to 
the Sacramento, Cal., Bee, Nicholas 
Murray Butler, president of Colum- 
bia University, announced last week. 
Honorable mention for public service 
was won by the Sheboygan, Wis., 
Press. 

Arthur Krock, head of the Wash- 
ington bureau of the New York 
Times, captured the prize for corre- 
spondence. The reportorial award 
was won by William H. Taylor, New 
York Herald Tribune. Ross A. Lewis, 
Milwaukee Journal, received the car- 
toonist’s prize. 

Announcement of awards, which 
were established by the late Joseph 
Pulitzer, famous publisher, was made 
at the annual meeting of alumni of 
the Pulitzer School of Journalism of 
Columbia University. 


Buying Power 
Of Farm Homes 
Is on Upgrade 


Washington, D. C., May 17.—That 
farm housewives of the nation are 
once again buying kitchen utensils 
and household furniture in large 
quantities is shown by a statistical 
report just issued by the Agricultural 
Adjustment Administration. 

Carload shipments of manufactured 
goods for domestic and personal use, 
over four important railroads of the 
Southeast, increased 57.6 per cent in 
the first year after the AAA program 
and other recovery measures went 
into effect, it is stated. Shipments 
rose from 115,649,678 pounds to 
182,308,112 pounds. These shipments 
originated in 16 Northeastern indus- 
trial states and delivery was made 
in ten states of the agricultural 
Southeast. 

Shipments of stoves and heaters 
increased 83.7 per cent; refrigera- 
tors, 148.7 per cent; tables, 1,010.7 
per cent; chairs, 121.1 per cent; sew- 
ing machines, 182.2 per cent; cabi- 
nets and kitchen cabinets, 125.1 per 
cent. Bookcases and desks showed a 
79.1 per cent gain. Electric lamps 
and fixtures increased 85 per cent. 
Shipments of radios and radio parts 
went up 69 per cent and miscellane- 
ous furniture 40.4 per cent. 

Shipments of matches more than 
doubled. Shoe polish made a ten- 
fold gain, roller skates showed a 
gain of 39.7 per cent, and miscellane- 
ous toys, 62.1 per cent. 


72 Are Graduated from 
Philadelphia Class 


Seventy-two students in the eighth 
annual advertising class of the 
Philadelphia Club of Advertising 
Women were awarded certificates at 
the conclusion of the course last 
week. A two-year scholarship in the 
Charles Morris Price School of Ad- 
vertising was awarded to Florence 
Odling. 

Graduation exercises and an en- 
tertainment in honor of the gradu- 
ates was held in the clubhouse of the 
Poor Richard club, sponsor of the 
school. The certificates were awarded 
by Nan M. Collins, president of the 
women’s club. 


Herring to Agency 


M. E. Herring has been added to 
the staff of The Aitkin-Kynett Com- 
pany, Philadelphia advertising 
agency. Mr. Herring was formerly 
assistant vice-president in charge of 
sales for electrical industry publica- 
tions published by the McGraw-Hill 
Publishing Company, and in this con- 
nection was also publishing director 
and manager of Radio Retailing, 
Electrical Merchandising, and Elec- 
tronics. 


Canvas Firm Appoints 


Magazines and business publica- 
tions will be used in a campaign to 
be launched by Canvas Products 
Company, St. Louis. The Wesley K. 
Nash Company of that city has been 
placed in charge of the company’s 


advertising. 


UNITED PRESS 
CASTS LOT WITH 
RADIO INTERESTS 


New York, May 16.—What is re- 
garded as a smashing victory for ra- 
dio interests was won this week when 
United Press Association announced 
that it will make news hitherto sup- 
plied exclusively to newspapers avail- 
able to any radio station willing to 
pay the price. There will be no re- 
strictions on sponsorship and WCAU, 
Philadelphia, has already signed up. 
United Press, a_ privately-owned 
news-gathering organization, is gen- 
erally ranked as second in its field, 
being surpassed in popularity only 
by Associated Press. 
While a number of organizations 
have been created recently to provide 
news for radio stations exclusively, 
it has been known that radio inter- 
ests themselves have been somewhat 
skeptical about the ability of these 
newcomers to compete with the pio- 
neers already in the field and their 
far-flung facilities. 
Until recently, at 


least, United 


Press was prevented by its agree- 
ment with the National Publishers 
Radio Committee from selling news 
to radio stations. The plunge into 
the radio pool will undoubtedly have 
some effect on the Press-Radio Bu- 
reau, created as a compromise to pro- 
vide unsponsored news to radio sta- 
tions. 


Several Periods Each Day 


Under the United Press arrange- 
ment with WCAU, the latter will pre- 
sent two five-minute morning news 
broadcasts, two 15-minute afternoon 
news periods, and a fifth period at 
11 p. m., running 15 minutes. News 
on these broadcasts will be written 
especially for radio presentation by 
special UP writers, telling the com- 
plete story in as few words as pos- 
sible. In addition, all bulletins and 
special flashes of general interest will 
be broadcast as soon as received by 
WCAU. 

Other special features will be de- 
veloped by UP for radio consumption, 
according to present plans. 


To Publish “Miner” 


Publication of The Southeast 
Miner, a magazine devoted to in- 
terests of mining in the Southeast, 
and written for mining and financial 
interests, will begin with the June 
issue. The publisher is Isaac Van 


Horn, Asheville, N. C. 


P. O. Throws 
Spotlight on 
“‘Puff’’ Press 


Washington, D. C., May 17.—The 
legal staff of the Post Office Depart- 
ment has inaugurated a searching in- 
vestigation of the “puff” magazine 
racket, which has long flourished out- 
side of the field of legitimate pub- 
lications. 

Business executives and others 
who have been importuned to supply 
“write-ups” for such publications 
have given information to the Post 
Office Department, which will use 
this material as the basis of action. 
Denial of use of the mails is threat- 
ened. 

One fraud order has already been 
issued. Postal inspectors have re 
fused to reveal the number of pub- 
lications under scrutiny. Several of 
these publications enjoy second class 
mailing privileges, it was learned. 


Milk Group Appoints 


The Fresh Milk Institute, Inc., an 
association of St. Louis dairy com- 
panies, has appointed Ruthrauff & 
Ryan, Inc., to handle its advertising. 
Newspapers, radio, and outdoor will 
be used. 


DETROIT 
TEEL 


BUILDS 


DETROIT leads the nation because its 
industries are basic. 
first 4 months of 1935 was the highest since 
1929. Steel operations are running at 100% 
of capacity (according to Iron Age), al- 


Employment for the 


though the national average has slightly 


decreased. 


Building is at ee oe peak since 1931. 


April automobile 


s in Detroit were the 


best for any corresponding month since 1930. 


With increased and more 


widely spread 


earnings, there is actually more money to 


be spent. 


The Detroit News becomes more impor- 
tant than ever as the right means of ap- 
proaching the Detroit market. Its circu- 
lation is so distributed that the better the 
district, the better The News covers it. 


In the Detroit Trading Area illustrated above, 
where 47 % of the people of Michigan and 
60% of its wealth is located, .News cir- 
culation is highest where income is 
greatest. Here 95% of its week- 
day and 85% of its Sunday 
circulation‘ s concentrated 


Peg Oo 


The Detroit News 


THE HOME NEWSPAPER—16°,, HOME DELIVERED IN DETROIT 
Member Metropolitan Sunday Newspapers 


NEW YORK: |. A. KLEIN. Inc. 


CHICAGO: J. E. LUTZ 
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S. 0. UNITS IN 
SUIT OVER ST. 
LOUIS STATIONS 


(Continued from Page 1, Col. 2) 


it alleges, the New Jersey company 
obtained a trade mark registration of 
“Esso” in Missouri. 

The complaint also asserts that the 
new Esso stations are using red, 
white and blue as their color 
schemes, and that these are the same 
colors long used by stations of the 
Indiana company. 

Filing of the suit recalls the recent 
wide-spread “boundary jumping” of 
the various Standard Oil units which 
were set up following dissolution of 
the original Standard Oil Company 
in 1911. Until very recently, each 
company had tended to stay quite 
closely within definite marketing lim- 
its, but within recent years the prin- 
cipal companies and their subsidi- 
aries have shown marked tendencies 
toward invading the territories of 
other units. 

One of the most notable recent ex- 
amples of such “boundary jumping” 
has been the invasion of Chicago and 
other important centers in the Indi- 
ana company’s territory by Socony- 
Vacuum Oil Company (originally 
Standard of New York), with its 
Mobiloil and Mobilgas products. 


Will Fight Suit 


New York, May 16.—While offi- 
cials of Standard Oil Company of 
New Jersey refused to comment on 
the suit filed against them at St. 


* Mranoractuners who 

are looking for action on the Federal 
Housing Act. look to the plumbing 
and heating industry. Plumbing and 
heating contractors are now the cen- 
tral force around which modernizing 
and remodeling is moving. 
Now is the time to go before these 
contractors with your story, because 
they are alive to the new business 
possibilities. They are being called 
upon daily to furnish new equipment, 
and whether or not that equipment 
is yours, depends upon the direction 
and force of your own efforts. Reach 
these key contractors through 
DOMESTIC ENGINEERING. 


DOMESTIC ENGINEERING 
Chicago, Ill. 


1900 Prairie Avenue, 


Louis by Standard Oil Company of 
Indiana, the corporation’s legal di- 
vision indicated that the New Jersey 
company will proceed with a vigor- 
ous defense of its right to market 
under the “Esso” name in the St. 
Louis territory. 


Starts Drive 


For Keepaway, 
Dog Repellent 


Cleveland, O., May 17.—The Saif 
Chemical Company of Cleveland has 
embarked upon a vigorous advertis- 
ing campaign for a new product, 
Keepaway, used for repelling dogs 
from plants and shrubs. 

The program calls for one-inch in- 
sertions on the garden pages of news- 
papers. After the company has ob- 
tained distribution, advertising in 
various sections will depend upon the 
proportion of business realized. 

Cartoons will be incorporated in 
all advertising, showing a happy lit- 
tle dog approaching a Keepaway- 
laden shrub and then turning tail, 
with a woe-begone expression. The 
same copy will be blown up for coun- 
ter display cards, and slips will be 
placed in all packages of the prod- 
uct. 

Saturated blotters will be offered 
dealers, to sell them on the effec- 
tiveness of Keepaway. A test of the 
blotters will show the dog’s great 
dislike for the odor. Drug, seed, 
hardware, florist, and department 
stores will carry the product. 

The Scheel Advertising Agency, 
Cleveland, has been appointed to 
handle the campaign. 


H. B. Brown Joins 
Cole’s, Des Moines 


H. B. Brown, formerly with Brown 
& Co., Advertising, Des Moines, Ia., 
has joined Cole’s, Inc., Des Moines 
advertising agency, as production 
manager. The latter agency will 
move to new and larger quarters in 
the near future. 

The following accounts, formerly 
handled by Brown & Co., will now be 
handled by Cole’s: Ungles Baking 
Company; National Sales & Mfg. 
Company; Babcock, Rushton & Co.; 
Jackley & Co.; Shaw, McDermott & 
Sparks; and Keating Coal Com- 
pany, all of Des Moines. 


Modernizing Book Out 


Designed to give counsel in regard 
to repair and remodeling of old 
homes and construction of new 
homes, the first Home Owners’ Hand 
Book has been published by Housing 
Publications, New York. It will be 
an annual publication, listing names 
|and specifications of standard prod- 
ucts, and names and addresses of 
manufacturers. 


Honors “Montreal Star’ 


The Montreal Star has been 
jawarded a bronze medal for dis- 
tinguished service in journalism, by 
the School of Journalism of the Uni- 
|versity of Missouri. This is the first 
time the school has made such an 


Not long ago, a bathing suit 


epitomize, therefore : 


message, holds that you, the 
right. You must 


Partridge 


From the Archives 


West Coast wrote us: ‘*Your advertisement headed «Our 
Private Code’ rang the bell with me. In these days of 
many codes, I thought it most timely—and the best ad- 
vertisement in that issue of Advertising Age.’” 

The chances are you didn’t even read the classic he 
refers to. That’s something good you missed. Let us 


Our private code, unchanged since the publication of that 


Electrotypes - Nickeltypes - Stereotypes - Matrices -- 712 Federal Street, Chicago 


manufacturer way out on the 


customer, must be more than 
always be more than satisfied. 


& Anderson Company 


NO ARGUMENT HERE 


This seven-color display card pro- 

duced by Neely Printing Com- 

pany for Elliott Paint & Varnish 

Company, Chicago, utilizes car- 

toon technique to tell its story at 
a glance. 


Says Congress 
Ignores Wishes 
Of Consumers 


Washington, D. C., May 17.—Lack 
of consideration for consumers in the 
debate on the food and drug bill in 
the Senate was charged by Mrs. Har- 
ris T. Baldwin, first vice-president of 
the National League of Women 
Voters, at the League’s annual meet- 
ing here this week. 

Mrs. Baldwin declared a survey 
proved that American women are 
puzzled and indignant at the treat- 
ment accorded the Copeland bill. She 
said that the measure was among 
the most important legislation in the 
interests of consumers now pending 
before Congress. 

“Women voters are constantly 
being shocked by authenticated re- 
ports of lives lost, sight impaired, 
or other serious injury suffered be- 
cause of continued sale and display 
of dangerous cosmetics,” Mrs. Bald- 
win said. “We are convinced we are 
spending many times the sum we 
should have to, just because we do 
not know the ingredients of the 
product. 

“We know that because of false 
advertising, misleading directions for 
the use of drugs on the label or in 
advertising, that permanent injury, 
even death, may result for innocent 
users. Under such conditions women 
in constantly increasing numbers and 
with more and more impatience are 
asking, ‘Why the delay?” 


“American Home” Lowers 
Rates; Agency Appointed 


The American Home, New York, 
has announced, effective with Octo- 
ber, a new circulation guarantee of 
650,000 net paid average, and new 
and lower rates, of $4.20 per line; 
$2,585 per black and white page; 
$3,650 per four color insert; and 
$4,450 per back cover. 

A discount of $200 per page will 
be made when 12 or more pages in 
black and white or color are used by 
one advertiser within 12 months. 

The New York office of Fuller & 
Smith & Ross, Inc., has been ap- 
pointed by the Country Life-Ameri- 
can Home Corporation to handle the 
advertising of The American Home. 


Open a New York Studio 


John R. McCrory, art director of 
Sound Pictures, Inc., Cleveland, has 
opened his own studios at 130 W. 
46th St., New York, and will special- 
ize in production of technical anima- 
tion, sound slide films, and other 
motion picture sales mediums. The 
telephone number is Bryant 9-5177. 


Troy to New York 


William Troy, who has served as 
art director with Frank Seaman, 
Cutajar & Provost, Federal Advertis- 
ing Agency, and Joseph Katz Com- 
pany, has been made art director of 
the New York office of Brooke, Smith 


o 


& French, Inc., Detroit. 


NEPOTISM AND 
DANCING WIRES 
DINNER TOPICS 


Pittsburgh, Pa., May 16.—The de- 
pression has been worth while if it 
has convinced business that nepo- 
tism has no place in advertising 
and that the ablest man available is 
the only one who should sit at the 
desk labeled “Advertising manager.” 

That opinion was expressed by 
Walter Kiehn, of J. J. Gibbons, Ltd., 
Toronto agency, in his report as re- 
tiring president of the Advertising 
Affiliation. Mr. Kiehn shared hon- 
ors at the annual banquet with Dr. 
Phillips Thomas, of the research 
laboratory of Westinghouse Electric 
& Mfg. Company, Pittsburgh. 

Dr. Thomas demonstrated some 
of the more spectacular sides of 
product research to show how in- 
quisitive scientists are constantly 
throwing question marks at proc- 
esses and products thought to be 
immutable. One of his gadgets 
illustrated the point. 

“Utilities formerly had a lot of 
trouble with broken wires caused 
by sleet,” said Dr. Thomas. ‘“Ap- 
parently there was nothing to do ex- 
cept repair the wires and forget it. 

“But one bright young man con- 
ceived the crazy idea that it wasn’t 
sleet that was causing all of the 
trouble. We tried to dissuade him 
and get him to go to work on some- 
thing sensible but to no avail. 


Proved His Point 


“He wrote the weather bureau at 
Washington for all of the data they 
had on sleet. From this he made 
elaborate calculations and _ then 
came marching triumphantly inte 
the office announcing that his fig- 
ures proved absolutely that sleet 
didn’t break the wires because it 
didn’t weigh nearly enough. 

“What can you do with a maniac 
like that? He began his studies 
from a new angle and presently dis- 
covered that the sleet on one side 
of the wire formed a vacuum which, 
aided by the wind, caused the ‘danc- 
ing wires’ so well known by the 
electrical industry. 

“Knowing this, it was simple to 
evolve the remedy.” 

Dr. Thomas gave a demonstration 
of how wires may be set to “danc- 
ing’ and how a _ simple device 
causes them to go into repose. 


Oil Industry 
Advertises in 
Strong Protest 


Washington, D. C., May 16.—Tak- 
ing a full page in the United States 
News, the American Petroleum In- 
stitute on May 13 petitioned Congress 
to “pursue policies which will per- 
mit this industry to take its rightful 
place in the march of recovery.” 

The Institute urged a minimum of 


‘|regulation by government, state or 


federal. In regard to marketing, the 
institute declared that “there is no 
reason to single out the oil industry 
for special federal intervention.” 

“In marketing gasoline,” the In- 
stitute stated, “the problems are no 
different from those in the wholesal- 
ing and retailing of other commodi- 
ties. Whether there are too many 
filling stations; 
waste in the number of retail stores 
that market clothing, groceries, bev- 
erages or the like, is a problem that 
concerns our economic welfare as a 
whole and not particularly one busi- 
ness.” 


Spice Campaign Planned 

Plans for a nation-wide campaign 
to increase consumption of all kinds 
of spices will be formulated by a 
committee of seven headed by Paul 
D. Hursh, sales manager of Durkee 
Famous Foods, Inc., Elmhurst, L. I., 
N. Y. Mr. Hursh has been made 
chairman of the Spice Grinders As- 
sociation of the American Spice 
Trade Association. 


whether there is}, 


Sheaffer Sees 
Salvation in 


Retail Clerk 


(Continued from Page 1, Col. 3) 
above all, carries satisfaction to the 
buyer. Heretofore, he said, bonuses 
have been placed almost exclusively 
on products representing the buying 
mistakes of the retailer, rather than 
on “wanted” merchandise. 

He gave this picture of the differ. 
ence between cheap and fine prod- 
ucts in his own field: 

“On account of competition we are 
selling today a $1 pen at an actual 
loss of about six cents, but we are 
unwilling to cut quality and must 
have a $1 pen to complete our line, 


Has Profitable System 


“We do not believe in loss leaders 
but they exist and must be met, and 
we meet them with a profitable sys- 
tem. By our selective profit sharing 
plan we are able to sell this $1 pen 
below cost and at the same time 
make a profit on our general line. 
“In making the $1 pen, we pay our 
workmen the minimum wage, our 
factory gets one-tenth the volume, 
our salesmen on the road get the 
minimum return, the dealer gets one- 
tenth the volume that is profitable, 
and the retail salesman gets the bot- 
tom wage. 

“When the clerk sells a $10 pen the 
whole picture is changed. The work- 
man in the factory receives three 
times as much as he would get for 
grinding the gold point on the $1 
pen; the factory gets ten times the 
volume, our salesmen make better 
salaries, the dealer gets ten times 
the volume and the clerk who started 
this beneficent chain does, or should 
receive, a better salary, while the 
man who paid the $10 got far more 
than ten times as much as he would 
have gotten for $1.” 


“From Cow to 
Cocktail’’ Is 
Newest Slogan 


Washington, D. C., May 17.—Pro- 
duction of a fermented drink derived 
from cow’s milk is awaiting approval 
from the Federal Alcohol Control Ad- 
ministration, it was learned here to- 
day. 

The product is the result of experi- 
ments and study by Carl Lazarowitz 
and David A. Schultz, who are said 
to have created a slogan, ‘From 
cow-to-cocktail.” 

The new drink is a liquor, 90 
proof. An association of Connecticut 
dairymen has endorsed the product, 
said to offer a steady outlet for sur- 
plus milk. The technical name of 
the fluid is “‘lactiliquer.” 


Jewish Daily Suspends 
Jewish World, Philadelphia’s only 
Jewish language daily newspaper, 
has suspended publication. Tempo- 
rary suspension of the paper was 
ordered by Isador Gottleib and Alex 
F. Stanton, receivers in equity. 


Advertising 


RESULIS 


for 16 Years! 


NEWS 
The SHORT WAV E 


4,247 requests were recently re- 
ceived by RADIO NEWS for 
a diagram of a short-wave radio 
which required $50.00 worth of 
parts to build. 


Write or Phone 


Advertising Management 
H. D. CRIPPEN & W. P. JEFFERY 
461 8th Ave., New York—Bryant 9-3142 
Midwestern Representative 
VIRGIL MALCHER 
W. Wacker Dr., Chicago 
Randolph 7100 
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NEW CBS RULES 
BAN LAXATIVES, 
‘HORROR’ TALES 


(Continued from Page 1, Col. 4) 
that should be used by sponsors for 
their advertising messages.” 

Discussing children’s programs, the 
announcement points out that while 
there are wide variations in view- 
point as to programs which are suit- 
able for children, and while CBS 
“has no thought of setting itself up 
as an arbiter of what is proper for 
children to hear, it does have an 
editorial responsibility to the com- 
munity, in the interpretation of pub- 
lic wish and sentiment, which can- 
not be waived. 

“In accordance with this responsi- 
bility we list some specific themes 
and dramatic treatments which are 
not to be permitted in broadcasts for 
children: 

“The exalting, as modern heroes, of 
gangsters, criminals and racketeers 
will not be allowed. 

“Disrespect for either parental or 
other proper authority must not be 
glorified or encouraged. 

“Cruelty, greed, and _ selfishness 
must not be presented as worthy 
motivations. 

“Programs that arouse harmful 
nervous reactions in the child must 
not be presented. 

“Conceit, smugness, or an unwar- 
ranted sense of superiority over oth- 
ers less fortunate may not be pre- 
sented as laudable. 

“Recklessness and abandon must 
not be falsely identified with a 
healthy spirit of adventure. 

“Unfair exploitation of others for 
personal gain must not be made 
praiseworthy. 

“Dishonesty and deceit are not to 
be made appealing or attractive to 
the child.” 

“We realize,” 


the CBS state- 


Transformers are the heart of the display 
panel or store identification sign. Acme 
balanced — electrical and mechanical design 
and other exclusive features—assures extra 
brilliancy of illumination and _ noiseless 
trouble-free operation. Have your outdoor 
or dealer’s displays constructed by a good 
builder—one who has standardized on Acme 
Transformers. 


The Acme Electric & Mfg. Co. 
1452 Hamilton Ave. Cleveland, Ohio 


_ ee we 
LABELS-SEALS 


All kinds for packaging, decorations, 
advertising. Address labels. Strik-! 
ing, practical designs. Write for 
free samples and prices. 


ST. LOUIS STICKER CO. 
u MO. 


1912 PINE STREET ~~ ST. 


AY SCHOOLS 
ADVERTISING & COPY 
COMMERCIAL ART 


COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicago 


Res 
In the Du 


ment continues, “that distinctions in 
aesthetic values and feeling which 
may be wholly obvious between two 
given treatments of dramatic ma- 
terial cannot always be easily speci- 
fied in words. Thus, for instance, it 
is not easy to capture in definition 
the fine distinctions between the pure 
fantasy which comprises some of the 
world’s greatest literature for chil- 
dren, and the fantastic distortion of 
realities which is unsuitable for a 
youthful audience... . 

“It is our hope and purpose to 
stimulate the creation of a better 
standard in children’s programs than 
has yet been achieved. 

“To be of assistance in reaching 
this goal, Columbia is engaging the 
services of an eminent child psycholo- 
gist who will have the benefit of an 
advisory board of qualified members, 
with the special purpose of pointing 
the way toward programs designed 
to meet the approval of parents, chil- 
dren and educators alike.” The new 
policy on children’s programs will 
become completely effective July 30. 


Ban Many Programs 


The ban on programs which de- 
scribe “graphically or repellently any 
internal bodily functions, sympto- 
matic results of internal disturbances, 
or matters which are generally not 
considered acceptable topics in social 
groups” will specifically exclude “not 
only all advertising of laxatives as 
such, but the advertising of any laxa- 
tive properties in any other product. 
It will further exclude the discussion 
of depilatories, deodorants, and other 
broadcasting which, by its nature, 
presents questions of good taste in 
connection with radio listening.” 

The ban on programs of this type 
is effective immediately in the case 
of new business, and as rapidly as 
present commitments with clients ex- 
pire, in the case of existing business. 
“The last of these expires in March, 
1936,” the statement says, and in the 
meantime “the advertising continui- 
ties for any such product are to be so 
worded as to conform strictly with a 
specific standard of new require- 
ments.” 

After reciting how voluntary ac- 
tion has resulted in a steady reduc- 
tion of the amount of time devoted 
to commercial announcements, the 
CBS statement outlines the following 
maximum allowances for commer- 
cial announcements, effective July 
30, 1935: 

“A maximum of ten per cent of the 
total broadcasting period may be de- 
voted to the sponsor’s commercial an- 
nouncements, including contests and 
offers, on programs broadcast after 6 
p.m. This applies to all full-hour 
programs, three-quarter hour pro- 
grams, and half-hour programs. A 
single exception to the ten per cent 
ratio will be made on quarter-hour 
programs, on which an additional al- 
lowance not to exceed 40 seconds will 
be made in recognition of the fact 
that the short program necessarily 
requires as much time as the longer 
one for routine identification an- 
nouncements. 

“Unpleasantly rapid delivery of the 
sales message, to effect a crowding 
of excessive material into the period 
allowed for the commercial announce- 
ment, will not be permitted.” 


15% During the Day 


On daytime programs, a lesser cur- 
tailment of advertising has been de- 
cided upon for a number of reasons, 
the statement continues. “Programs 
broadcast during the morning and 
afternoon hours serve vast numbers 
of women as a medium of useful in- 
formation. 

“Many of these programs are edu- 
cative in both cultural and practical 
fields. Many of them offer valuable 
help in solving household economic 
problems, discussion of which re 
quires more detailed statement of the 
sponsor’s service or product... . 

“Sponsored programs in the day- 
time will accordingly be allowed a 
maximum of 15 per cent of the total 
broadcast period for commercial an- 
nouncements, with an additional 40 
seconds on the quarter-hour pro- 
gram.” 

“We are satisfied that the best 
thought of many leading advertisers 
as well as of the broadcasting indus- 
try is reflected in these policies,’ the 
statement concludes. “They set 
higher standards than broadcasting 
has attempted before.” 


Missouri Liquor 
Law Restricts 
Window Display 


Jefferson City, Mo., May 17.—The 
new Missouri Liquor Control law, 
signed late last week by Gov. Guy 
B. Park, makes window displays of 
intoxicating liquor illegal, but does 
not forbid other methods of adver- 
tising. 

Under the new law, it is unlawful 
to display in any street window or 
show window any intoxicating 
liquor, or any package, bottle or 
container which bears the label or 
brand of any intoxicating liquor. 

Regulations for distribution state 
that intoxicating liquors, including 
beer, may not be purchased from a 
brewer, distiller, or other manufac- 
turer outside the state except 
through a wholesaler or distributor 
in Missouri operating under the re- 
quired license. 


Changes Tax Provisions 


The gallonage tax on beer has 
been reduced to 62 cents, from $1 
per barrel, as provided in the first 
liquor control law after the passing 
of prohibition in Missouri. 

The tax on light wines is de- 
creased from 20 cents to two cents 
per gallon, on fortified wines from 


40 cents to ten cents. Light wines 
may contain as much as 14 per cent 
alcohol. 

The license for retail sales in the 
original package remains $50. In 
cities where sales by the drink are 
permitted, however, the license is 
$100. Sale of intoxicating liquor, 
except malt liquors, in quantity less 
than one-half pint, is defined as by 
the drink. The new law went into 
effect when it was signed by the 
governor. 


Proves Advertising Pays 

Speaking before the Triad Club of 
the New York University School of 
Commerce, Accounts and Finance, 
Theodore M. Riehle, president of the 
National Association of Life Under- 
writers, said that an analysis of rec- 
ords of paid-for business of four large 
life insurance companies who are 
large advertisers, as against ten 
large non-advertising companies, 
showed that without exception each 
of the ten showed a drop in paid-for 
business during the crucial year of 
1930, while the other group felt vir- 
tually no effect from the general drop 
of life insurance business. 


New Duties To Campbell 


E. H. Campbell, manager, advertis- 
ing and sales promotion department 
of Rex Cole, Inc., New York, dis- 
tributor of General Electric home 
appliances, has been placed in charge 
of sales to department stores and 
public utility companies in addition 
to his present duties. 


New York Will 
Spend $100,000 
For Tour Trade 


Albany, N. Y., May 17.—A bill has 
been signed by Governor Lehman 
creating a bureau of publicity in the 
Conservation Department and appro- 
priating $100,000 to publicize and ad- 
vertise New York state as a tourists’ 
paradise. 

Allan Reagan, sports editor of the 
Albany Times-Union, and formerly 
with several other newspapers in 
editorial and advertising capacities, 
has been appointed head of the bu- 
reau. 

The bureau will promote the ad- 
vantages of the state as a resort and 
travel area, and as a desirable busi- 
ness and residential location. 


Correct Linn Address 


Edward Linn Associates, advertis- 
ing, are located at 330 W. 42nd St., 
New York, in the McGraw-Hill Bldg., 
and not 110 West 42nd St., as re- 
cently stated. 


Europeans Convene 
The Continental Publicity Union 
held its fifth annual convention at 
Barcelona, Spain, April 20-24. Dele- 
gates from practically all countries 
of Europe were present. 


HE BEST POSTER SHOWING | EVER INSPECTED” 


‘What a ride and what a revelation. That’s the best poster showing I ever 


inspected and this Walker plant is superior to anything I’ve ever seen. Talk 


about impression, coverage and panel individuality. One out of every four 


panels an individual, less than two panels per facing. Not one torn poster 


either, not a wrinkle in any of them. I’m convinced. This is America’s finest 


Outdoor Advertising service.” 


WALKER & Co. 


OUTDOOR ADVERTISING 
Throughout Michigan’s Largest Trading Areas 


1885 - GOLDEN ANNIVERSARY YEAR + 1935 
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BROADCAST REV 


RADIO BUILDS PROFITABLE 
HOME REMODELING BUSINESS 


New York, May 18—The Johns-Manville Corporation and Ameri- 
can Radiator Company are finding radio a profitable means of tying-in 
with the FHA Plan for home modernization. With the government 
lending to increase home improvements, more and more manufac- 
turers are watching the results radio is piling up for these two users 


of NBC facilities. 


Neither is a stranger to broadcast 
advertising. J-M has used radio in 
1930, 1933, 1934—is using it again this 
year. American Radiator used broad- 
cast advertising in ’29, ’30, ’31, ’32, ’34 
—is using it again this year. 


Result: $2,750,000 Sales 

J-M’s 1933 Fall radio campaign 
brought dealers and contractors 30,000 
prospects; the ’34 Spring series drew 
50,000 prospects and produced an esti- 
mated $2,750,000 worth of applied busi- 
ness. The 1934 Fall campaign rolled up 
the unprecedented total of 90,000 re- 
quests for sales calls from interested 
home owners. 

By linking a hard-hitting direct mail 
campaign with its 1934 radio advertis- 
ing, more than 250,000 prospects were 
produced. Radio, properly allied with 
other media, is proving its prospect- 
pulling-power in an industry whose 
major problem is producing prospects 
who must of necessity spend a sizable 
amount to accomplish home moderniza- 
tion. 

Offers of the “101 Practical Sugges- 
tions for Home Improvement,” booklet 
brought in 140,000 requests when 


t 


offered on the 1934 broadcasts. 


American Radiator Statement 


Marshall Adams, sales promotion 
manager, American Radiator Com- 
pany, states that “... We had to get 
our story before the public quickly and 
radio promised to be a valuable aid in 
doing this... We are now using radio 
to tell the public what the heating con- 
tractor is prepared to do for them 
under the Federal Housing program; 
seeking to build good will for our in- 
dustry and, by building that good will, 
seeking to build it within the industry 
for our company.” 

In the current issue of “Broadcast 
Merchandising,” NBC’s monthly pub- 
lication, Mr. Adams outlines his com- 
pany’s radio merchandising plans. In- 
cluded in this same issue is the report 
of Johns-Manville’s broadcast mer- 
chandising activities. 

Every executive in the building 
supply industry and their advertising 
agency associates will find much of 
timely interest in these two articles. 
Write your nearest NBC office for a 
copy if you have not already received 
one. 


NBC’s Own Inquiring Reporter 


THE QUESTION: 


“What important factors influenced 
your decision to use NBC broadcast 
advertising again during the summer 
of 1935?” 


THE PLACE: 


Various advertising offices in New 
York City. 


THE ANSWERS: 


“The summer season is our season 
of biggest sales . . . more cars are on 
the road ... more gasoline, oil and 
grease are being 
used. Our pro- 
gram on Friday 
night reaches the 
motorist just be- 
fore he starts his 
week-end trip or 
vacation period. 
We consider this 
summer market of 
primary import- 
ance... we believe 
in cultivating it 
every week for in- 
creased business 
at our own stations and for our dealers. 
We also consider the automobile radio 
audience a large and growing one... 
particularly in summer. We like to 
reach the motorist while he is consum- 
ing the products we sell and driving 
towards our outlets.” — ELLIOTT 
McELDOWNEY, Director of Adver- 
tising and News, Cities Service Com- 
pany. e 


“Cigarettes know no seasons. Philip 

Morris advertises the year ’round be- 
cause people smoke the year ’round. So 
long as there are 
sales, there should 
be advertising. 
Philip Morris 
buys broadcasting 
all year ’round be- 
cause they know 
their program 
builds an audience 
and that they give 
this audience 
away tosome 
other advertiser 
the moment they MR. BIOW 
fail to sustain it. 
Just to the degree they stop for the 
summer months, they lose speed and 
have to build all over again. In the long 
run, Philip Morris are volume-wise and 
not season-wise. Or to paraphrase the 
old proverb, Philip Morris is not 
‘Penny wise and schedule silly’.”— 
MILTON H. BIOW, President, The 
Biow Company. e 


“Consumers use as much Molle Shav- 
ing Cream in July and August as they 


MR. McELDOWNEY 


do in January and February or any 
other month of 
the year. Further- 
more, our experi- 
ence with summer 
broadcasting on 
three other ac- 
counts has demon- 
strated that the 
listening audience 
is not materially 
reduced during 
the summer 
months. Given a 
product that has 
all year ’round 
consumption, a copy story that sells the 
goods, a good time period and a good 
program—and summer broadcasting 
pays. With the Molle Company, dollars 
and cents dictated the decision to 
broadcast throughout the summer 
months.” — RICHARD A. PORTER, 
Vice-President, Stack-Goble Advertis- 
ing Agency. e 


“Tt’s our experience that the great 
audience listening regularly to the 
Sinclair Minstrels does not materially 
decrease in sum- 
mer. After ll, 
approximately 
2,000,000 active 
automobile sets 
supplement the 
20,000,000 home 
radio sets, serving 
our nomadic lis- 
teners at vacation 
time. In_ short, 
winter friends are 
friends in summer 
too — they follow 
their favorite pro- 
grams wherever they are.” — F. C. 
BRUNS, Vice-President, Federal Ad- 
vertising Agency, Inc. 


“The principal reason that the Max- 
well House Show Boat is staying on 
the air this summer is that we have 
found it good 
business to be on 
the air in the sum- 
mer. While there 
is some seasonal 
variation in coffee 
consumption, 
people do drink 
coffee twelve 
months of the 
year, just as they 
do listen to the 
radio twelve 
months of the MR. HOBLER 
year. We do not 
feel that it would be good business to 
let lapse an activity that is as im- 
portant a part of our advertising as 
the Maxwell House Show Boat.’— 
ATHERTON W. HOBLER, President, 
Benton & Bowles. 


MR. PORTER 


MR. BRUNS 


Advertisement ) 


VIRGINIA LEE 
Doubles as both characters in the “Virginia Lee 
and Sunbeam” daytime broadcasts, five times a 


week. Northwestern Yeast has used NBC facili- 
ties continuously since March, 1929. 


HOME FOLKS 
Vic and Sade, and their boy, Rush. 
They broadcast for Procter & Gamble 
(Crisco) and represent one of seven e y almost 


—— 


IEW OF THE MONTH 


LUMRICANTS aw 
PETROLEUM INpUSTRY 


7% OO OF ADPURRK Biro IeC Le remenrneET 


STUDIES BY INDUSTRIES 


Twice yearly NBC revises its factual studies of broadcast advertising 
by industries. These exhaustive reports furnish radio executives and 
manufacturers much valuable information. 


Pensadent 


“GEMMEN, THIS SHO AM SUMPIN“ 


Amos—Bill Hay—Andy, a trio indelibly etched into the daily lives of 
millions of radio listeners, have been hard at work for The Pepsodent 


programs which sell six P & G prod- 
ucts for a total of seven hours weekly 
over NBC facilities. 


RADIO CITY NETWORK NERVE CENTER 


Master control linking studios to nationwide networks. 


STANDARD OIL ) 
Product; 


EVERY THURSDAY NIGHT SINCE OCTOBER, 1927 
Every Thursday night the Standard Oil Company of California presents the 
“Standard Symphony” for one hour. This program has been heard continu- 
ously over the NBC Pacific Coast Network since October, 1927. “The 
Standard School Broadcast” is also broadcast to schools from September 
to May each year. This series has been heard since 1928. 


MEET THE MEN WHOSE VOICES ARE KNOWN TO MILLIONS _ 


Five NBC Chicago Studios announcers (I-to-r): Stewart Dawson, Charles Lyon, William Kephart, Everett Mitchell and Bob Brown. 


ly over NBC facilities since August, 1929. 


“The boys” have taken only one vacation of a few months’ duration 
from their 7 o'clock spot. 


BEAUTY BOX STARS 


Gladys Swarthout and John Barclay, stars of 
“Palmolive Beauty Box Theatre’. Colgate- 
Palmolive-Peet has used NBC facilities con- 
tinuously since December, 1927. 


LEADER OF “HIT PARADE” 


Lennie Hayton, rhythm man and arranger 
par excellence, leads Lucky Strike’s tuneful 
“Hit Parade” every Saturday night over a 
nationwide NBC-WEAF Red Network. The 
parade features the 15 hit songs of the week. 
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ADVERTISING AGE 31 


PHOTOGRAPHIC REVIEW OF THE WEEK 


THREE-RING PHOTOGRAPHIC CIRCUS IN ACTION 


Shooting three pictures at once in the new studios of Underwood & Underwood, Chicago. At left, the 


cameraman is preparing to snap 

a fashion illustration, while an 

automobile set is being arranged 

in the center. At the right, a still 

life is being transferred onto the 
camera plate. 


RES 


R. A. Harding of All-Steel-Equi 

Company, Aurora, Ill., sends "Ad- 
vertising Age” this _ illustration, 
used by the company in 1912, to 
prove that there's nothing new to 
this sex appeal stuff. If you haven't 
already, take a good look at the 

shoes. 


TAKE EASE AT WHITE SULPHUR MEETING 


J. S. Hildreth, advertising director, Chilton Company, and Julian 

Chase, "Automotive Industries,” take their ease during the Associated 

Business Papers meeting at Hot Springs, Va., May 4-5. This 

photo was taken by Victor Marx of Bakers’ Helper,’ Chicago, who 
also took the other A. B. P. photos used in this issue. 


CHICAGO FEDERATED ADVERTISING CLUB CELEBRATES OPENING OF NEW QUARTERS 


A view of the dance floor during the first annual ball of the Chicago club May I1, celebrating opening of permanent quarters in- the LaSalle 
Hotel. Two full floors of the hotel were used for the party, which attracted over 1,000 guests. Photo by Kaufmann & Fabry. 


AFFILIATION CONVENTION REACHES HIGH MARK AT ELABORATE ANNUAL BANQUET 


es 


Scene at William Penn Hotel, Pittsburgh, as 32nd annual dinner of Advertising Affiliation was held. More than 500 attended. 
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Photo by Johnston & Johnston. 
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With its now over 230,000 ee es SHARLES RAWLINGS 


Sr 


group of monthly readers, eB & od - POETRY 
Esquire reaches over 40.000 7 See : CONRAD AIKEN 


spenders monthly in New & ) 2 SATIRE 
York, over 18,000 in Illinois, oe. WALTER BROOKS 
i ‘ 5 Be eee CAPT. WM. OUTERSON 
over peg ” California, I = aaaae wae 
aver 3-000 in Pennsyl- | # ax SPORTS 
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eirculation analysis will i : ROBT, O. FOOTE 
be sent to any agency or es. | f JAMES W. POLING 


amy advertiser on request. #7) m ar DEPARTMENTS 
, = a GILBERT SELDES 
BURTON RASCOE 
SIGMUND SPAETH 
JOHN V. A. WEAVER 
FRANK BLACK 
MEYER LEVIN 
A. de SAKHNOFFSKY 


CARTOONS 


JOHN GROTH 
E. SIMMS CAMPBELL 
R. VAN BUREN 
GILBERT BUNDY 
D. McKAY 
HOWARD BAER 
RODNEY de SARRO 
PAUL WEBB 
GEORGE PETTY 
ROY NELSON 
GEORGE LICHTY 
ROLAND COE 
ABNER DEAN 
SAM BERMAN 


(COVER) 


PRICE FIFTY CENTS INDEX ON PAGE 11 


IN CANADA FIFTY-FIVE CENTS 


FICTION - SPORTS - HUMOR 
CLOTHES - ART - CARTOONS| 


ae 
ae 

2 
a 


ee Wham. mea MM Ou) yee hy) ba ee reg itv, ing Sod aR eS (* Bee Vai Snel a a Sh a ge 2g, oa OS Oi Sete Sci ®. 3 ¥ we Bhi» te CRE ES ee Maree Re | ‘ i 
EER git dy ie lene ee Pe ae ey Se aeene e k: -. 7h ae een LOSS ee See joie pes aaa oe i 4 wa The oe dear Soe 
ce ee reg ot RO eR ge eee ee tLe a Reem at Song poe ame a ae Ee aN ed yo oe Manes ae ee oe an, Pes = 4 
eee lear eee Cia arse ase Ms alae = eee ate [rus pee ee ee ae pM een RRS iy F ' be 
ay na — ee ee eee ee I RE een eM Te OR Pree eg < 
a hae rei, eee So Die ae = eee camera 2 a | a eee Sey 2 Soe ‘oe alll SEM ages he ae: era Yeas : Sao : Pe ; 
° mee Ree err ay eign Me! le conan Leger S85 cig Uw, ea mee ei Nite Re reg Pes § : 1 : 
Z ‘ : a bh ae 
; F ‘= > ee 
aa ice 
i a zie cela ‘ ee ee Pine ee na coe he efter Se Fe 
apes: i = , 2 
ea : * Po Me 
a eae cr - if 
a ee ida % oe f a ms 
ice ore : 
2a ae 
BE Doe a 
- owe ee ane: 
eke ay 
AS eee reyes: 
ye feat sal 
a Be eset Pe 
ners. Beer 1 
“ae re ese oS! 
ve : Ny oy a i 
Bea na 
erat aa ote a 
Peter cris: ‘ie eee 
Sh Nee ore 
Sree er 
Nea pee 
n. Gotaeng ban Ng 
as a 
me ‘s es 
; ae > bea Ase 
een 5 i 
re a fr 
Se 4 
i oe ee 
i ae = 
62) ee id Be i, 
eit heats 
pun p ire: (2 eon 
eee ia ee 
E ‘ ig ne 
ec “2 
Seat a es 
i te iy 
eer : 
ae a sik i 
ne ae : va al : 
Le Sh : 5 . aa: 4 its ; 
ers es ; : ‘ ae Baek Ee yet 
‘ : - : a ae sai Teen 
i : i cet Poi eee 
v ns ; 3 a , . eee 
I, Poe of ee . eas 
f ’ ' ¥ ae ce ace 
4 * oy ¥ habla keer 
ie > . ¥ ae a oe jae 
+ a a eae So ena east 
‘ : - 3 . eae 
5 2B is A 2 , > eis i 
Se : ag “ Bos 9. ae 
Site ar ‘ S , 
7 Sr ee & Ae 
i See oS Aas 
pers 3 ‘ = : ae, 
image see x eae 
i : ee re Ss 2 
; at j tite 
aarode As * aes een 
ay & 7 ‘ at 
ii: iy. >. 5 : ” e ; 
GSB er "s 
fonts aee Fed ; ? € 
hes - - | 
Sa ‘ ; Fie | See eer 
¥. SEs eg = if as - 
} ke . oa acter) 
¥ eo) Ws 
ee 4 PRT ; beans 
? ee ae: yi ’ Sieh 
ee : . : ide aks 
em : ies 4 edie 
a a Scots 
Tt ee ca oe ss La om 
oe a - Fg F is ce 
“ye $ 2 2 teas 
pele er pry ‘ad : ~ ears 
Pe Ae : ie 
Pe Nes oe ¥ ae 
ets Pes fs Sewer 
saa "poise, Fae ; ceeate 
mete ‘ ae re. Cote P 
ee ‘ = * CEA, oot 
ie Cai ig 
: ; q peyton 
ORs F Pence : . 7 
rie : 2 ey 
Me Pe “ é t ae ‘ 
ees. i Re cag ee > : 
ae BOE ere : “ 
: . * apres eany 
| | | ONS iene 
ee a % tes 
= “ eae ‘ . 
" : os . ae + 
, : — 
et . * 
% 2 K ‘ 
€ it ‘ ee 
m as : é ; & a 
gi s «| apts Sk Saeed ales .% es 
: i & ke ees 
5 HN BM WP ROP Do age he ea a 
in PE oT % Sunil ti 
i eos 4 vets : e a 
ide . : a tad eae 
Sel 5 fo an ids 
rota h ‘ 5 Sey % Vee 
es ; , ‘ “ Te a % is 
eee x : oA air Riis 
bse oul Choa CH iag 
ees, sa ‘i : sa oe tem 
es) if Pion 5 
es os ™ Tene 
eds, ts : 5 : Ry: Ras lest 
eg. 2 * , ; eas aoe : 
oe Me vee, ere 
“ig SE Bhs Te j gee oa firsit hes 
susie “ PR aa! E Pie eae ee 
i 8 nee Scie ate 
eck ae 3 ‘ Wee 
ie : . 4 Segre es 
CB: ' ; by . ey i 
=; ee ia ' e Hea si Sed 
ee. oe ' 5} Ped Hs ge - Sia Sih ce Rigi ‘ sae a 
Be ? | is : Bees P , oe hg ss a _ ae # : ack pyar 
sia i pe oe —_ : Ph Bera woe oe nee 
ohana : ; ef ee ee Ee ae Pee is as ¢ 5 a : 
; Reh ee te ia ii , ae ee ; -. es: igo ai 
. eee sc ea i <x hea CEs ee ee ee 
: Soin : oye i aoe po RBS OT Sat wags OS gs ES apa tae ee ee Me ES OB ic tae Be Bea OS Pig ee ee a Seats) 
7 } 4 ‘ i oe 5 oe fe egkaaak Pas 450% , PS a: ae Be a ie se oo ee rc 
; pearas i He aside Pb, Mie “ i REE ae x eile : ae ED Oe RSS 5s nae ? Wi ee ¢ a ee 
’ 2 tae : oO eb : eh oie ee ere ig Me ae ON TU 2 gets ig Fe Je ae : x ees, : ; 
t 3 oe ee eee See : ee ee ge A ae ‘ ; es : Epes NRE eee Pe bag shapes ee cee a 
oe Cae. ‘ ; . Se ee a a Bsa & ns 4 ‘ rE See Pit is Ee ‘ Se a : es gee rahe. se, i gS iis Se 
By os. ‘ Se s Ng tee eg F Sela tips ae as Ge ee eet SOS ee cee fe Pee ‘ ®, iden Shins Bs - ag ee ae 
spe he We Oh ig ON gE ME ong a ag S ee ee Saag eA E . Pee ent ae eee tg ch 0 ie ; BF et eB es a, Pg oe ig hie ce PRE pe SS Ee a 
oat oie me ‘ FE MO VRE Me oe * Rig > 3 sia t i ne age Oo" aaa ae sere * # Py ee i ee ee ay . eek fog ee eo eg Pig Mt a a if aie 
he Bgl a. 5. Os Nh ae Cage Bia Ga er ere eS GRR ee Sf a 83 8S eS oe oo gee, EES ate oo ne oe a tte, es MS. Oren yeh ge. si WSS a eg & SB xe aes e 
7 ee EE a a. Pe ee, Rey Fe i Pe met sea ) Sto ee ge ee Fb RE TERN gh ck I ag CL ae oe a Ee ES , te oe 
A eh A, em ee nee Pe es ee ee LER Z ome BG pees ae big ae ea pied SR Om ee a ae ad ge ee gee es Br OS A TS eg ee ee dae a i eee ee # ep 
et th Le Rd 5d" ae ee he iapek eas pe St Pe egies Pg RM pet a eee ogee RMT Re ye le Oe ams Le a BA BOR ee nai re 
Be bce at 4 ig ; . Wee ate % a it Ce : paige eA a GRR Fe ai eri Cs Be ex tah ok : Pas: 
3 Eee we ae 2 Rages ag Re HOA * ss ‘ z Z eG shy © gm - gee ‘ : Ses 
a as a Deke Gan en sna es ehaee e it got AG 8 ae oe bow ese Reo) a, By ae GEO CES egies Ep Be I cg Tk AO, Pree See ae Se apa Poe te Te PMS, Be Gs &, e ie 
a AR rite le ie Peal Sieg i A dy Oe Ra ce Ante te ge, me, cee a NA gee aie, os Re Fe Nes Se eee 
es ie ” ee fi. ee ee es GM ig Rn ae ie ORO lee PS : ae vege eee ie y eee Se 2 Beare: BOR Osis: OS od a Ua de he erg es ie Vee aa we ee 
: eS Rie NI ed es ts Meet Waerns Fe ae OF oh et ay POEL EERE, Fig ge Rl oe MER, Bee OE Ae oP 
% ! 
, : 
1 
‘ H : 
f : ; 
, oh oe A ae Bees eran MEL aa ea . Beeler +5) Sera 
: ear eet. NS AI ae ® devices nee Sa PO ap a Pa me PAC pg te aS eater nee Patras =e TT CMe) Tht Eee OF a ae 
= idee pM kgiax Shoot Sete aad ae ns oe RR a way aleae ERE ema: pe kor he ore Seat et od acckd 
Sage gM eR rae ga ee RS ac a ace cae bad ard eget Oe fee ec eae Peel ate eecieey aes 7 . ‘ 


